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NFO Research, Inc. is
grateful for the opportunity to
gather and process the
consumer data herein.We
sincerely hope these data will
aid your executive judgement,
and that they contribute toward
eliminating gue%s work from the
decision-making process.We
also hope that our handling of
this assignment merits your

continuing trust in us.
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THE NEXT FEW PAGES ARE DESIGNED TO BE A GUIDE_IN HELPING YOU TO READ AND UNDERSTAND THE DATA CONTAINED IN YOUR NFO TABLES. WE HOPE THAT THIS INFORMATION WILL HELP
YOU TO EASTLY AND ACCURATELY LOCATE THE DATA THAT IS OF GREATEST INTEREST TO YOU IN THESE TABLES. KEEP IN MIND THAT THIS IS A GUIDE, AND THERE MAY BE SOME SLIGHT
DIFFERENCES BETWEEN THIS GUIDE AND YOUR REPORT. CALL YOUR NFO REPRESENTATIVE IF YOU HAVE ANY QUESTIONS.

II.

VILNIAIANOD

PROJECT SUMMARY/ "A" TABLE

THE PROJECT SUMMARY OUTLINES THE BACKGROUND, OBJECTIVE AND PROJECT DESIGN OF THIS STUDY. TT TELLS YOU THE DATES ON WHICH THE RESEARCH WAS CONDUCTED, HOW

MANY HOUSEHOLDS WERE INVOLVED, AND THE RETURN/COMPLETION RATE OBTAINED.

THE TWO PAGES FOLLOWING THE PROJECT SUMMARY ARE CALLED THE "A® TABLE. THIS TABLE SHOWS A COMPARISON OF THE TOTAL HOUSEROLDS WHO RECEIVED QUESTIONNAIRES
(TOTAL OUTGO) WITH THE TOTAL HOUSEHOLDS WHO RETURNED QUESTIONNAIRES (TOTAL RETURNS). THE "A" TABLE ENABLES YOU TO COMPARE THESE TWO GROUPS BA! ON

SED
CEOURAPHIC DIVISION, MARKET SIZE, HEAD OF HOUSEHOLD AGE, ANNUAL HOUSEHOLD INCOME AND HOUSEHOLD STZE. IF ADDITIONAL VARTABLES HAVE BEEN USED IN CREATING
YOUR SAMPLE, THEY MAY BE INCLUDED IN YOUR "A" TABLE.

THE PURPOSE OF THE "A" TABLE IS TO ILLUSTRATE THAT THE HOUSEHOLDS WHO RETURNED THE SURVEY WERE REPRESENTATIVE OF THE TOTAL SAMPLE MAILED OUT ON THE
CHARACTERISTICS INDICATED ABOVE.

THE INFORMATION CONTAINED IN THE PROJECT SUMMARY AND "A" TABLE IS DESIGNED TO GIVE YOU AN OVERALL LOOK AT HOW THE STUDY WAS CONDUCTED RATHER THAN TO BE
USED TO DRAW ANY CONCLUSIONS FOR SPECIFIC MARKETS.

DATA TABLES

THE DATA TABLES ARE A FORMAT USED TO DISPLAY THE RESULTS OF THE STUDY. IN EACH TABLE, A "BANNER" IS CROSSED BY THE RESPONSES TO A QUESTION IN THE STUDY
TO GIVE YOU A "CROSS TAB" OF THE RESPONSES (FURTHER DETAIL ON THE TABLE COMPONENTS CAN BE FOUND ON THE FOLLOWING PAGES).

APPENDIX

THE APPENDIX SECTION OF THE REPORT CONTAINS COPIES OF KEY DOCUMENTS, TYPICALLY BANNER DEFINITIONS
AND A COPY OF THE ACTUAL QUESTIONNAIRE USED IN THE STUDY. OTHER MISCELLANEGUS DOCUMENTATION MAY

A COPY OF THE CODES DEVELOPED FOR THE OPEN-ENDED RESPONSES,
ETC.) AS APPROPRIATE.

ALSO BE FOUND HERE (COPIES OF CONCEPTS, WEIGHTING PROCEDURES,

i NFO Research Inc.
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TABLE LAYOUT
BELOW IS A DESCRIPTION OF THE INFORMATION CONTAINED IN YOUR NFO TABLES. ON THE FOLLOWING PAGE IS AN EXAMPLE OF A TYPICAL TABLE OR CROSS TAB. PLEASE REFER TO THIS
EXAMPLE AS YOU READ THE DESCRIPTION BELOW:

A) THIS IS THE NAME OF THE STUDY. (SEE "A" NOTED ON THE EXAMPLE TABLE)

B) THIS IS THE NFO INTERNAL JOB NUMBER. (SEE "B")

Q) THIS IS THE QUESTION THAT WAS ASKED OF THE RESPONDENT. THERE WILL BE A TABLE FOR EACH QUESTION. (SEE "C™)

D) THE BASE EXPLAINS WHICH RESPONSES ARE INCLUDED IN THE TABLE. THIS IS TYPICALLY "TOTAL RETURNS® OR "TOTAL COMPLETES", BUT COULD BE "TOTAL FEMALES"™ OR
"TOTAL MALES", FOR EXAMPLE. (SEE "D")

£) THIS IS THE "STUB" OF THE TABLES AND WILL SHOW WHAT "ANSWERS" WERE GIVEN TO THE QUESTION. (SEE "E™)

F THIS IS THE "BANNER" OF THE TABLES AND 1S CUSTOMIZED FOR EVERY STUDY. THE BANNER ALLOWS YOU TO BREAK OUT SUB-GROUPS OF RESPONDENTS (EITHER DEMOGRAPHIC
INFORMATION OR RESPONSES TO VARIOUS QUESTIONS) AND LOOK AT THEIR RESPONSES BY QUESTION. TYPICALLY, THE FIRST BANNER POINT ON ANY TABLE WILL BE THE

"TOTAL" COLUMN WHICH SHOWS TOTAL RESPONSES FOR THE BASE OF THE TABLE. AN ALPHA INDICATOR WILL ALSO BE SHOWN FOR REFERENCE PURPOSES IF THE TABLES HAVE
BEEN STAT TESTED. (SEE EXAMPLE: LETTERS A-O HAVE BEEN USED).

G THE "TOTAL™ ROW IN THE STUB SHOWS THE NUMBER OF RESPONDENTS WHO QUALIFY FOR THE BASE OF FEACH OF THE BANNER POINTS OR BREAKS.
*H) ESE ;NO ANSWER"™ SHOWS THE NUMBER OF RESPONDENTS WHO DID NOT ANSWER OR LEFT THAT PARTICULAR QUESTION BLANK. THIS NUMBER WILL MOST LIKELY CHANGE FOR EACH
ESTION.
*1) THE "TOTAL ANSWERING" IS THE "TOTAL" (G) MINUS THE “NO ANSWER" (H) RESPONDENTS. WHEN A "TOTAL ANSWERING® BREAK IS PROVIDED, ALL RESPONSES ARE SHARED OR
PERCENTED BACK TO THIS NUMBER INSTEAD OF THE "TOTAL" (G).
1 IF IT IS APPROPRIATE TO CALCULATE A "MEAN" OR AN “AVERAGE™ FOR A QUESTION, THE "WEIGHTS™ USED FOR EACH RESPONSE ARE SHOWN IN PARENTHESES.
FOR EXAMPLE, "(4)" NEXT TO A RESPONSE MEANS THAT RESPONSE WILL BE COUNTED 4 TIMES.
K) THIS IS THE "MEAN" WHICH WILL SHOW THE CALCULATED AVERAGE OF RESPONSES BASED ON THE WEIGHTS SPECIFIED FOR EACH RESPONSE. USUALLY, ONLY THOSE QUESTIONS
WHICH HAVE SCALE TYPE OR FREQUENCY RESPONSES WILL HAVE A CALCULATED MEAN.
L) THIS SHOWS THE CONFIDENCE LEVEL AND THE COLUMNS WHICH WERE STAT TESTED AGAINST EACH OTHER. FOR EXAMPLE, MALES AND FEMALES WERE TESTED AGAINST EACH

OTHER (COLUMNS G AND H). AN UPPER CASE LETTER DENOTES THAT THAT PARTICULAR COLUMN PERCENT IS SIGNIFICANTLY HIGHER AT THE 95% CONFIDENCE LEVEL THAN THE
COLUMN PERCENT UNDER THE LETTER INDICATED. A LOWER CASE LETTER DENOTES A 90% CONFIDENCE LEVEL.

M) THERE ARE THREE NUMBERS IN EACH "CELL". THE TOP NUMBER IN A CELL IS THE ACTUAL NUMBER (FREQUENCY) OF RESPONDENTS WHO GAVE THE ANSWER SHOWN IN THE STUB
O THE LEFT OF THE NUMBER FOR THE QUESTION LISTED AT THE TOP OF THE PAGE.

N) THE FIRST PERCENTAGE IS A "VERTICAL" OR COLUMN PERCENTAGE. THEREFORE, THE NUMBER RESPONDING (M) IS DIVIDED BY THE TOTAL ANSWERING (I) FOR THAT COLUMN.

0) THE SECOND PERCENTAGE IS A "HORIZONTAL" OR ROW PERCENTAGE. THEREFORE, THE NUMBER RESPONDING (M) IS DIVIDED BY THE "TOTAL" RESPONDING FOR THAT ROW.

REFERRING TO THE EXAMPLE, LOOK DOWN THE LEFT SIDE OF THE PAGE AT THE RESPONSES TO Q.1. FIND THE ANSWER "DEFINITELY WOULD BUY IT"; NOW GO ACROSS TO THE 8&TH
COLUMN UNDER "FEMALE". YOU SHOULD HAVE ARRIVED AT THE NUMBER "344". THIS MEANS THAT 344 OF THE FEMALE RESPONDENTS SAID THAT THEY "DEFINITELY WOULD BUY THE
PRODUCT™ . THE TOP PERCENTAGE IS TELLING YOU THAT 40.5% OF THE FEMALE RESPONDENTS DEFINITELY WOULD BUY THE PRODUCT (334 / 850 = 40.5%). THE BOTTOM PERCENTAGE
1S TELLING YOU THAT 55.0% OF THE RESPONDENTS WHO SAID THEY DEFINITELY WOULD BUY THE PRODUCT WERE FEMALES (344 / 626 = 55.0%).

* THESE ROWS ARE PRESENTED ON_RESPONSE BASED TABLES ONLY. IF YOUR TABLE HAS NOT BEEN RESPONSE BASED, THE "NO ANSWER" WILL FALL AT THE END OF THE TABLE, AND THE
“TOTAL ANSWERING" ROW WILL NOT BE DISPLAYED.

CIVILN3AIINOD
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(A)
PRODUCT TEST

(C) Q.1 WHICH STATEMENT BELOW BEST DESCRIBES HOW YOU FEEL ABOUT BUYING THIS NEW PRODUCT?
(D) BASE - TOTAL RETURNS

(G) TOTAL

PURCHASE INTENT
(H) NO ANSWER

(I) TOTAL ANSWERING

(E)
NET - TOP 2 BOX

Definitel
buy it (5

would

Probably would
buy it €(4) (3

Might or might not
buy it )

Probably would not
buy it 2)

Definitely would
not buy it (1)

NET - BOTTOM 2 BOX

(K) MEAN
STD DEV
STD ERROR

- (¢2]
PURCHASE GEQGRAPHIC
INTENT AGE SEX INCOME REGION
TOP BOTTOM UNDER OVER UNDER $25K —  $50K
TOTAL 2 2 40 40-60 60 MALE FEMALE  $25K $49.9K & OVER  EAST SOUTH CENTRAL  WEST
A B C D E F G H I ] K L M N 0
1598 981 297 533 591 474 760 898 500 699 399 485 321 481 311
100.0% 100.0% 100.0% 100.0% 100.0% 100. 0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
100.0% 61.4% 18.6% 33.4% 37.0% 29.7% 43.8% 56.2% 31.3% 43.7% 25.0% 30.4% 20.1% 30.1% 19.5%
94 0 0 35 38 21 46 48 28 48 18 28 17 32 17
s79% 0.0% 0.0% 6.6% 6.4% 4.4% 6.6% 5.3% 5.6% 6.9% 4.5% 5.8% S5.3% 6.7% 5.5%
100.0% 0.0% 0.0% 37.2% 40.4% 22.3% 48.9% 51.1% 29.8% 51.1% 19.1% 29.8% 18.1% 34.0% 18.1%
1504 981 297 498 553 453 654 850 472 651 381 457 304 449 294
94.1% 100.0% 100.0% 93.4% 93.6% 95.6% 93.4% 94.7% 94.4% 093.1% 95.5% 94.2% 94.7% 93.3% 94.5%
100.0% 65.2% 19.7% 33.1% 36.8% 30.1% 43.5% 56.5% 31.4% 43.3% 25.3% 30.4% 20.2% 29.9% 19.5%
981 981 [0} 343 356 282 23 558 305 424 252 309 191 280 201
65.2% 100.0% O0.0% 68.9% 64.4% 62.3% 64.7% 65.6% 64.6% 65.1% 66.1% 67.6% 62.8% 62.4% 68.4%
100.0% 100.0%C 0.0% 35.0%F 36.3% 28.7% 43.1% 56.9% 31.1% 43.2% 25.7% 31.5%n 19.5% 28.5% 20.5%n
626 626 0 233 218 175 282 344 211 278 37 180 121 185 140
41.6% 63.8% 0.0% 46.8% 39.4% 38.6% 43.1% 40.5% 44.7% 42.7% 36.06 39.4% 39.8% 41.2% 47.6%
100.0% 100.0%C 0.0% 37.%%E 34.8% 28.0% 45.0% 55.0% 33.7%K 44.4%K 21.9%¥ 28.8% 19.3% 29.6% 22.4%Lmn
355 355 0 110 138 107 141 214 94 146 115 129 70 95 61
2376% 36.2% 0.0% 22.1% 25.0% 23.6% 21.6% 25.2% 19.9% 22.4% 30.2% 28.2% 23.0% 21.2% 20.7%
100.0% 100.0%C ©0.0% 31.0% 38.9% 30.1% 39.7% 60.3% 26.5% 41.1% 32.4%I 36.3%N 19.7% 26.8% 17.2%
226 0 0 67 83 76 108 118 84 87 55 62 52 77 35
15°0% ©0.0% 0.0% 13.5% 15.0% 16.8% 16.5% 13.9% 17.8% 13.4% 14.4% 13.6% 17.1% 17.1% 11.9%
100.0% 0.0% ©0.0% 29.6% 36.7% 33.6% 47.8% 52.2% 37.2%) 38.5% 24.3% 27.4% 23.0%o 34.1%0 15.5%
199 0 199 53 84 62 79 120 59 87 53 64 44 50 41
13.2% 0.0% 67. 10.6% 15.2% 13.7% 12.1% 14.1% 12.5% 13.4% 13.9% 14.0% 14.5% 11.1% 13.9%
100.0% 0.0% 100. 0%8 26.6% 42.2%D 31.2% 39.7% 60.3% 29.6% 43.7% 26.6% 32.2% 22.1% 25.1% 20.6%
98 0 98 35 30 33 44 54 24 53 21 22 17 42 17
65% 0.0% 33.0% 7.0% 5.4% 7.3% 6.7% 6.4% 5.1% 8.1% 5.5 4.8% 5.6%  9.4% 5.8%
100.0% 0.0% 100.0%B 35.7% 30.6% 33.7% 44.9% 55.1% 24.5% S54.1%I 21.4% 22.4% 17.3% 42.9%L 17.3%
mo
297 0 297 88 114 95 123 174 83 140 74 86 61 92 58
19.7% 0.0% 100.0% 17.7% 20.6% 21.0% 18.8% 20.5% 17.6% 21.5% 19.4% 18.8% 20.1% 20.5% 19.7%
100.0% 0.0% 100.0XB 29.6% 38.4% 32.0% 41.4% S8.6% 27.9% 47.1% 24.9% 29.0% 20.5% 31.0% 19.5%
3.81 4.64C 1.67 3.91eF 3. 78 3.73 3.82 3.79 3 87 3.78 3.77 3.83 3 77 3.74  3.90n
1.28 0.48 0.47 1 29 1.2 1.3 1.29 1.28 1.25 1.34 1.23  1.22 1.34  1.29
0.033 ©0.015 0.027 0.058 O. 054 0. 061 0.050 0.044 0.058 0.052 0.063 0.057 0. 073 0.063 0.075

Columns Tested
(¢D)]

8
NFO #12345

(5%, 10% risk level)

- B/C - D/E/F - G/H - 1/3/K - L/M/N/O

NFO Research Inc.
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PROJECT SUMMARY

A. BACKGROUND

THE RESULTS OF A CIGAR NON-SMOKER STUDY ARE ENCLOSED. THIS RESEARCH WAS
CONDUCTED FOR THE CAMBRIDGE GROUP BY NFO RESEARCH, INC., TOLEDO, OHIO
DURING THE MONTHS OF SEPTEMBER AND OCTOBER, 1998.

B. OBJECTIVES

THE OBJECTIVES OF THIS RESEARCH WERE TO EXAMINE NON-SMOKER ATTITUDES AS
WELL AS GENERAL OPINIONS TOWARD CIGARS.

C. PROJECT DESIGN

ON SEPTEMBER 1, 1998, A 4-PAGE QUESTIONNAIRE WAS MAILED TO 450 NFO MEMBERS
WHO RECENTLY INDICATED ON A MULTICARD THAT THEY DID NOT SMOKE CIGARS, WERE
21-65 YEARS OLD AND HAD A HOUSEHOLD INCOME OF $75,000+.

ON SEPTEMBER 30, 1998, AFTER ALLOWING FOR AN ANSWERING PERIOD, THE RETURNS
WERE CLOSED FOR MACHINE TABULATION. AT THAT TIME, THERE WERE 206 HOUSEHOLDS
RETURNING, REPRESENTING 46% OF THE TOTAL MAILING TO HOUSEHOLDS. A COPY OF
THE 4-PAGE QUESTIONNAIRE AND BANNER DEFINITIONS CAN BE FOUND IN THE

APPENDIX SECTION OF THIS REPORT.

FOOTNOTE: ALTHOUGH THE BASE OF EACH TABLE IS SHOWN TO BE 100.0%, THE
INDIVIDUAL ITEMS MAY ADD TO SLIGHTLY MORE OR LESS DUE TO MACHINE
CALCULATING.

CONFIDENTIAL:
UNDER PROTECTIVE ORDER
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COMPARISON OF RETURNED QUESTIONNAIRES WITH THOSE MAILED, TABULATED BY "A" TABLE

GEOGRAPHIC DIVISIONS, MARKET SIZE, HEAD OF HOUSEHOLD AGE, ANNUAL HOUSEHOLD INCOME AND HOUSEHOLD SIZE JOB #37102
Total Outgo Total Returns
TOTAL 450 100.0% 206 100.0%

GEQGRAPHIC DIVISIONS

New England 25 5.6% 8 3.9%
Middle Atlantic 80 17.8% 35 17.0%
East North Central 87 19.3% 48 23.3%
West North Central 22 4.9% 8 3.9%
South Atlantic 80 17.8% 43 20.9%
East South Central 19 4.2% S 2.4%
West South Central 37 8.2% 20 9.7%
Mountain 22 4.9% 8 3.9%
Pacific 78 17.3% 31 15.0%

MARKET SIZE

¢¥8000 WvD

Under 100,000 32 7.1% 19 9.2%
100,000 - 499,999 42 9.3% 23 11.2%
500,000 - 1,999,999 92 20.4% 45 21.8%
2,000,000 and over 284 63. 1% 119 57.8%
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COMPARISON OF RETURNED QUESTIONNAIRES WITH THOSE MAILED, TABULATED BY "A" TABLE

GEOGRAPHIC DIVISIONS, MARKET SIZE, HEAD OF HOUSEHOLD AGE, ANNUAL HOUSEHOLD INCOME AND HOUSEHOLD SIZE JOB #37102
Total Qutgo Total Returns
TOTAL 450 100.0% 206 100.0%

HEAD OF HOUSEHOLD AGE

Under 30 years 15 3.3% 7 3.4%
30 - 39 years 114 25.3% 45 21.8%
40 - 49 years 145 32.2% 68 33.0%
50 - 59 years 107 23.8% 55 26.7%
60 years and over 22 4.9% 8 3.9%
NON-FAMILY HOUSEHOLDS
Male under 35 6 1.3% 1 .5%
Male 35 and over 16 3.6% 3.4%
Female under 35 5 1.1% 4 1.9%
Female 35 and over 20 4.4% 11 5.3%
ANNUAL HOUSEHOLD INCOME
Under $15,000 0 .0% 0 .0%
$15,000 - $29,999 0 0% 0 .0%
$30,000 - $49,999 0 . 0% 0 .0%
$50,000 — $74,999 0 .0% 0 0%
$75,000 and over 450 100.0% 206 100.0%
HOUSEHOLD SIZE
1 24 5.3% i3 6.3%
2 180 40.0% 87 42.2%
3 95 21.1% 40 19.4%
4 101 22.4% 44 21.4%
5 or more 50 11.1% 22 10.7%
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JOB: 37102 CIGAR NON-SMOKER STUDY

Banner Page Table
A 1-2 Ql. Just To keeR our records up-to-date, can we please have your age and sex? -~ Age
Base: Total Respondents
A 3 Q1. Just to keeﬁ our records up-to-date, can we please have your age and sex? - Gender
Base: Total Respondents
A 4 - 10 Qla. On the scale below, please rate each of the following - Top Box Summary

Base: Total Answering

A 11 -~ 17 Qla. On the scale below, please rate each of the following ~ Top 2 Box Summary
Base: Total Answering

A 18 - 26 Qla. On the scale below, please rate each of the following — Mean Summary
Base: Total answering

A 27 - 28 Qlb. On the scale below, please rate each of the following — Top Box Summary
Base: Total Answering

A 29 - 30 Qlb. On the scale below, please rate each of the following - Top 2 Box Summary
Base: Total Answering :

A 31 - 33 Qlb. On the scale below, please rate each of the following ~ Mean Summary
Base: Total answering

A 34 Q2. Have ¥ou ever tried cigar smoking?
Base: Total Respondents

A 35 Q3. If you have ever tried cigar smoking, which of the following best describes the occasion. - First time you tried
Base: Ever smoked (Q.2 Codes 2-6)

A 36 Q3. If you have ever tried cigar smoking, which of the following best describes the occasion. - Second time you tried
Base: Ever smoked (Q.2 Codes 2-6)

0Oco
=z

> 52 . . i X . . ; . X

A 37 Zm7 Q3. If you have ever tried cigar smoking, which of the following best describes the occasion. — First/Second time you tried

g Base: Ever smoked (Q.2 Codes 2-6)
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JOB: 37102 CIGAR NON-SMOKER STUDY

Banner Page Table

A 38 Q4. Do you have any friends or family members who smoke cigars?
Base: Total Respondents

A 39 Q5. Which of the following activities do you engage in? - Ever Done
Base: Total Respondents

A 40 - 41 Q5. Which_of the follawing activities do you engage in? - Do Regularly
Base: Tatal Respondents

A 42 Q5. Which _of the following activities do you engage in? - Would Like To Do More Often
Base: Total Respondents

A 43 Q6. Throu?h which, if any, of the following sources have you purchased ANY products or services in the past 12 months? - Have Purchased
Base: Total Respondents

A 44 Q6. Through which, if any, of the following sources have you purchased ANY products or services in the past 12 months? - Purchased 3 Times
or More in Past Year
Base: Total Respondents

A 45 Q7A. Have you_ ever purchased products through catalogs?
Base: Total Respondents

A 46 - 47 Q78. What types of products have you bought through catalogs? - For Self
Base: Have purchased products through catalogs (Q.7A Code 1)

A 48 - 49 Q7B. What types of products have you bought through catalogs? — As A Cift
Base: Have purchased products through catalegs (Q.7A Code 1)

A 50 Q7C. Approximately how much did you spend in the past 12 months on shopping through catalogs?
Base: Have purchased products through catalogs (Q.7A Code 1)

A 51 - 54 Q7D. Which of the following catalogs do you purchase from regularly, at least once per year?
Base: Have purchased products through catalogs (Q.7A Code 1)

A 55 - 69 Q. Demographics
BASE: Total Respondents

I1

NFO Research Inc.
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JOB: 37102 CIGAR NON-SMOKER STUDY

Banner Page Table

A 70 - 71 Q. Banner A
BASE: Total Respondents

88000 WVO
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Q1. Just to keep our records up-to-date, can

Base: Tatal Respondents

Total

No answer

Total answering

21 - 24

25 - 29

30 - 34

Net —— 35 - 44

35 -~ 39

40 - 44
(]

Met —- 45 - 54 P
=
o

45 - 49 =1
[oo]
-9
(1]

50 - 54

Net == 55+
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we please have your age and sex? - Age
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GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY

MARIED DIVRCE/ HEAVY SPEND EVER
$75K- . MARIED NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS
206 102 104 157 29 62 75 39 110 96 14 74 103 15 191 43 22 47 81
100% 100.0% 100.0% 100.0% 100.0% 100. 0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
100% 49.5% 50.5 76.2% 14.1% 30.1% 36.4% 18.9% 53.4% 46.6% 6.8% 35.9% 50.0% 7.3% 92.7% 20.9% 10.7% 22.8% 39.3%
0 0 0 0 [0} 0 Y] 0 0 0 0 0 g 0 0 0 0 0 0
0.04 O0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0 0.0% ©0.0% 0.0% 0.0% 0.0% 0.0%5 0.0% 0.0%
004 0.0% ©0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.04 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
206 102 104 157 62 75 39 110 96 4 74 103 15 191 43 22 47 81
100% 100.0% 100.0% 100.0% 100. 0»6 100.0% 100.0% 100.0% 100.0% 100.6% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
100% 49.5% 50.5% 76.2% 14, 30.1% 36.4% 18.9% 53.4% 46.6% 8% 35.9% 50.0% 7.3% 92.7% 20.9% 10.7% 22.8% 39.3%
1 0 1 0 0 0 [ 0 0 1 0 0 1 0 1 0 0 0 0
0.5 0.0% 1.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 1.0% 0.0% 0.0% 1.0% 0.0% 0.5% 0.0% 0.0% 0.0% 0.0%
100% 0.0% 100.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 100.0% 0.0% 0.0% 100.0% 0.0% 100.0% 0.0% 0.0% 0.0% 0.0%
29 12 17 20 29 0 0 [ 16 13 6 14 8 1 28 4 4 5 10
14°1% 11.8% 16.3% 12.7% 100.0% 0.0% 0.0% 0.0% 14.5% 13.5% 42.9% 18 9%  7.8% 6.7% 14.7% 9.3% 18.2% 10.6% 12.3%
100% 41.4% 58.6% 69.0% 100.0% 0.0% 0.0% 0.0% 55.2% 44.8% 20.7% 48.3% 27.6% 3.4% 96.6% 13.8% 13.8% 17.2% 34.5%
9 4 5 0 9 0 0 0 3 6 1 3 5 0 8 1 1 0 2
4.2 3.9% 4.8% 0.0% 31.0% 0.0% 0.0¢ 0.0% 2.7% 6.3% 7.1%  4.1% 4.9% 0.0% 4.2% 2.3% 4.5% 0.0% 2.5%
100% 44.4% 55.6% 0.0% 100.0% 0.0% 0.0% 0.0% 33.3% 66.7% 11.1% 33.3% 55.6% 0.0% 88.9% 11.1% 11.1¥ 0.0% 22.2%
20 8 12 20 20 0 0 0 13 7 5 11 3 1 20 3 3 5 8
9 7% 7.8% 11.5% 12.7% 69.0% 0.0% 0.0% 0.0% 11.8% 7.3% 35.7% 14.9% 2.9% 6.7% 10.5% 7.0% 13.6% 10.6% 9.9%
100% 40 0% 60.0% 100.0% 100.0% 0.0% ©0.0% 0.0% 65.0% 35.0% 25.0% 55.0% 15.0%  5.0% 100.0% 15.0% 15.0% 25.0% 40.0%
62 29 33 62 0 62 0 0 37 25 3 40 18 1 58 14 7 9 27
30.1% 28.4% 31.7% 39.5% 0.0% 100.0% 0.0% 0.0% 33.6% 26.0% 21.4% 54.1% 17.5% 6.7% 30.4% 32.6% 31.8% 19.1% 33.3%
100% 46.8% 53.2% 100.0% 0.0% 100.0% 0.0% 0.0% 59.7% 40.3% 4.8% 64.5% 29.0% 1.6% 93.5% 22.6% 11.3% 14.5% 43.5%
27 16 11 27 0 27 0 0 13 8 2 15 9 1 25 4 2 2 11
13°1% 15.7% 10.6% 17.2% 0.0% 43.5% 0.0% 0.0% 17.3% 8.3% 14.3% 20.3%  8.7% 6.7% 13.1% 9.3% 9.1% 4.3% 13.6%
100% 59.3% 40.7% 100.0% 0.0% 100.0% 0.0% 0.0% 70.4% 29.6% 7.4% 55.6% 33.3% 3.7% 92.6% 14.8% 7.4% 7.4% 40.7%
35 13 22 35 0 35 0 0 18 17 1 25 9 0 33 10 5 7 16
17.0% 12.7% 21.2% 22.3% 0.0% 56.5% 0.0% 0.0% 16.4% 17.7% 7.1% 33.8% 8.7% 0.0% 17.3% 23.3% 22.7% 14.9% 19.8%
100% 37.1% 62.9% 100.0% 0.0% 100.0% 0.0% 0.0% 51.4% 48.6%6 2.9% 71.4% 25.7% 0.0% 94.3% 28.6% 14.3% 20.0% 45.7%
75 37 38 75 0 0 75 0 42 33 4 18 45 8 69 17 7 21 28
36.4% 36.3% 36.5% 47.8% 0.0% 0.0% 100.0% 0.0% 38.2% 34.4% 28.6% 24.3% 43.7% 53.3% 36.1% 39.5% 31.8% 44.7% 34.6%
100% 49.3% 50.7% 100.0% 0.0% 0.0% 100.0% 0.0% 56.0% 44.0% 5.3% 24.0% 60.0% 10.7% 92.0% 22.7% 9.3% 28.0% 37.3%
35 15 20 35 4] 0 35 0 23 12 1 14 17 3 29 5 2 9 11
17.0% 14.7% 19.2% 22.3% 0.0% 0.0% 46.7% 0.0% 20.9% 12.5% 7.1% 18.9% 16.5% 20.0% 15.2% 11.6% 9.1% 19.1%¥ 13.6%
160% 42.9% 57.1% 100.0% 0.0% 0.0% 100.0% 0.0% 65.7% 34.3% - 2.9% 40.0% 48.6% 8.6% 82.9% 14.3% 5.7% 25.7% 31.4%
40 22 18 40 0 0 40 Q9 19 21 3 4 28 5 40 12 S 12 17
19.4% 21.6% 17.3% 25.5% 0.0% 0.0% 53.3% 0.0% 17.3% 21.9% 21.4% 5.4% 27.2% 33.3% 20.9% 27.9% 22.7% 25.5% 21.0%
100% S5. 45.0% 100.0% 0.0% 0.0% 100.0X 0.0% 47.5% 52.5% 7.5% 10.0% 70.0% 12.5% 100.0% 30.0% 12.5% 30.0% 42.5%
39 24 15 0 0 0 0 39 15 24 1 2 31 5 35 8 4 12 16
18.9% 23.5% 14.4% O0.0% 0.0% 0.0% 0.0% 100.0% 13.6% 25.06 7.1% 2.7% 30.1%¥ 33.3% 18. 3% 18.6% 18.2% 25.5% 19.8%
100% 61.5% 38.5% 0.0% 0.0% 0.0% 0.0% 100.0% 38.5% 61.5% 2.6% 5.1% 79.5% 12.8% 89. 7% 20.5% 10.3% 30.8% 41.0%
27 16 11 0 0 0 0 27 9 18 ] 2 21 4 23 6 3 9 12
13°1% 15.7% 10.6% 0.0% 0.0% 0.0% 0.0% 69.2% 8.2% 18.8% 0.0% 2.7% 20.4% 26.7% 12.0% 14.0% 13.6% 19.1% 14.8%
100% 59.3% 40.7% 0% 0.0% 0.0% 0.0% 100.0% 33.3% 66.7% 0.0% 7.4% 77.8% 14.8% 85.2% 22.2% 11.1% 33.3% 44.4%
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CIGAR NON-SMOKER STUDY

Just to keep our records up-to-date, can we please have your age and sex? - Age

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY
MARIED DIVRCE/ HEAVY SPEND
$75K- MARIED NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 3$99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS
12 8 4 0 4] 0 0 12 6 6 1 0 10 1 12 2 1
5.8 7.8% 3.8 0.0 0.0% 0.0% 0.0% 30.8% 5.5%% 6.3% 7.1% 0.06 9.7% 6.7k 6.3% 4.7% 4 5%  6.4%
100% 66.7% 33.3% 0.0% 0.0% 0.0% 0.0% 100.0% 50.0% 50.0% 8.3% 0.0¥ 83.3% 8.3% 100.0% 16.7% 8.3% 25.0% 33 3%
45 60 46.75 44.47 4% 55 33 ;Z 3% 74 49.77 58 69 44.76 46.55 40.14 40.72

49.08 50.87 45.58 46.88 45.14 48.47 46.19
9.57 9.68 9.37 92 6 75 2.65 84 9.01 10.13 10.99 6.48 9.58 8.18 9.62 8.80 10.26 8.77 8.91

0.667 0.958 0.919 0.553 0.512 0.349 0.306 0 455 0.859 1.034 2.937 0.753 0.944 2.113 0.696 1.342 2.186 1.280 0.990
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CIGAR NON-SMOKER STUDY
Q1. Just to keep our records up-to-date, can we please have your age and sex? - Gender

Base: Total Respondents

GENDER AGE INCOME MARITAL STATUS CATALOG INFO

HEAVY
MARIED DIVRCE/ HEAVY SPEND EVER
MQRI ED NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED

75K-
TOTAL MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 %99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS

Total 206 102 104 157 29 62 75 39 110 96 14 74 103 15 191 43 22 47 81
100% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
100 49.5% S50.5% 76.2% 14.1% 30.1% 36.4% 18.9% 53.4% 46.6% 6.8% 35.9% S50.0% 7.3% 92.7% 20.9% 10.7% 22.8% 39.3%

No answer 0 0 0 0 0 0 0 0 0 0 0 (4] 0 0 0 0 0 0 0
0.0 O0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0 0.064 0.0% 0.0% 0.0% 0.0% 0.0%5 0.0% 0.0%

0.0 0.0% 0.0 0.0% 0.0 0.0% 0.0% 0.0% 0.0% 0.0% 0.0 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%

Total answering 206 102 104 157 29 62 75 39 110 9 14 74 103 15 191 43 22 47 81
100% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100. 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%

100% 49.5% 50.5% 76.2% 14.1% 30.1% 36.4% 18.9% 53.4% 46 6.8% 35.9% S50.0% 7.3% 92.7% 20.9% 10.7% 22.8% 39.3%

Male 102 102 0 74 29 7 24 51 S 5 38 52 7 92 20 14 23 63

12 3
49.5% 100.0% 0.0% 47.1% 41.4% 46.8% 49.3% 61.5% 46.4%

. . 53 7% 51.4% 50.5% 46.7% 48.2% 46.5% 63.6% 48.9% 77.8%
100% 100.0% 0.0% 72.5% 11.8% 28.4% 36.3% 23.5% 50.0% 50

5 . .
2.9% 37.3% 51.0% 6.9% 90.2% 19.6% 13.7% 22.5% 61.8%

Female 104 0 104 83 17 33 38 15 59 4 9 36 51 8 99 23 8 24 18
$0.5% 0.0% 100.0% 52.9% 58.6% 53.2% 50.7% 38.5% 53.6% 46. 64.3% 48.6% 49.5% 53.3% 51.8% 53.5% 36.4% S51.16 22.2%
100% 0.0% 100.0% 75.8% 16.3% 31.7% 36.5% 14.4% 56.7% 43.3% 8.7% 34.6% 49.0% 7.7% 95.2% 22.1% 7.7% 23.1% 17.3%
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CIGAR NON-SMOKER STUDY

Qla. On the scale below, please rate each of the following - Top Box Summary

Base: Total Answering

GENDER

AGE

INCOME

MARITAL STATUS

CATALOG INFO

MARIED DIVRCE/

HEAVY
HEAVY SPEND

EVER
HEAVY  SMOKED

$75K- MARIED NO SEP/ CATLOG SPEND  KEY
TOTAL  MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $£959.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS

Frequent buyer or 24 16 8 17 3 5 10 5 12 12 1 6 13 4 22 5 3 6 11
savings club programs 11.7% 15.8% 7.7% 10.9% 10.3% 8.1% 13.5% 12.8% 11.0% 12.5% 7.1% 8.2% 12.6% 26.7% 11.6% 11.6% 13.6% 12.8% 13.6%
are a waste of my time 100% 66.7% 33.3% 70.8% 12.5% 20.8% 41.7% 20.8% 50.0% 50.0% 4.2% 25.0% 54.2% 16.7% 91.7% 20.8% 12.5% 25.0% 45.8%
I believe it's better 11 9 2 7 1 2 S 3 4 7 1 5 4 1 9 3 2 4 5
for everyone involved if 5.4% 9.0% 1.9% 4.5% 3.4% 3.3% 6.8% 7.7% 3.7% 7.4% 7.1% 6.9% 3.9% 6.7% 4.8% 7.0% 9.1% 8.5% 6.3%
the woman takes care of 100% 81.8% 18.2% 63.6% 9.1% 18.2% 45.5% 27.3% 36.4% 63.6% 9.1% 45.5% 36.4% 9.1% B81.8% 27.3% 18.2% 36.4% 45.5%
the home and family
I spend more time with 7 2 5 6 1 1 4 1 5 2 1 1 4 1 6 2 1 2 3
my friends than I do 3.5% 2.1% 4.9% 3.9% 3.4% 1.7% 5.4 2.6% 4.6% 2.2% 7.1% 1.4% 4.0% 6.7% 3.2% 4.8% 4.8% 4.3% 3.9%
with my family 100% 28.6% 71.4% 85.7% 14.3% 14.3% 57.1% 14.3% 71.4%¥ 28.6% 14.3% 14.3% 57.1% 14.3% 85.7% 28.6% 14.3% 28.6% 42.9%
Having close friendships 53 20 33 41 5 17 19 12 28 25 8 14 23 8 50 14 5 18 24
is critical to happiness 26.8% 20.0% 33.7% 27.3% 17.2% 28.8% 26.8% 31.6% 26.7% 26.9% 57.1% 19.7% 23.5% 53.3% 27.3% 34.1% 25.0% 39.1% 29.6%

100% 37.7% 62.3% 77.4% 9.4% 32.1% 35.8% 22.6% 52.8% 47.2% 15.1% 26.4% 43.4% 15.1% 94.3% 26.4% 9.4% 34.0% 45.3%
I'm so busy that when I 52 25 27 37 7 15 18 11 24 28 2 18 29 3 47 11 8 13 21
do take time off, I 25.5% 24.8% 26.2% 23.7% 24.1% 24.2% 24.3% 28.9% 22.2% 29.2% 14.3% 24.7% 28.2% 21.4% 24.9% 25.6% 36.4% 27.7% 25.9%
really want to make my 100% 48.1% 51.9% 71.2% 13.5% 28.8% 34.6% 21.2% 46.2% 53.8% 3.8% 34.6% 55.8% 5.8% 90.4% 21.2% 15.4% 25.0% 40.4%
free time count
I'm more successful than 14 8 6 11 3 4 4 3 2 12 2 6 6 0 13 7 4 8 7
most of the people 6.8% 7.9% 5.8% 1% 106.3% 6.5%  S5.4%  7.7%  1.8% 12.5% 14.3%¥ 8.2% S5.8% 0.0% 6.8% 16.3% 18.2% 17.0% 8.6%
know 100% 57.1% 42.9% 78.6% 21.4% 28.6% 28.6% 21.4% 14.3% 85.7% 14.3% 42.9% 42.9% 0.0% 92.9% S0.0% 28.6% 57.1% 50.0%
I feel guilty that I 10 8 2 6 3 1 3 3 6 4 1 4 4 1 9 0 0 3 4
don’'t spend enough time 5.0% 8.1% 1.9% 3.9% 10.3% 1.7% 4.1% 7.9% 5.6% 4.3% 7.1% S.6% 3.9% 6.7% 4.8 0.0% 0.0% 6.5% 5.1%
with my family 100% 80.0% 20.0% 60.0% 30.0% 0% 30. 30.0% 60.0% 40.0% 10.0% 40.0% 40.0% 10.0% 90.0% O0.0% 0.0% 30.0% 40.0%
I am more open-minded 37 20 17 32 7 i3 12 S 19 18 5 15 1S 2 34 10 7 15 17
than most people 18.5% 20.2% 16.8% 21.1% 25.9% 21.3% 16.7% 12.8% 17.8% 19.4% 35.7% 21.4% 14.9% 13.3% 18.3% 23.3% 31.8% 31.9% 21.5%

100% 54.1% 45.9% 86.5% 18.9% 35.1% 32.4% 13.5% 51.4% 48.6% 13.5% 40.5% 40.5% 5.4% 91.9% 27.0% 18.9% 40.5% 45.9%
With all my other 21 10 11 13 [ 6 2 6 9 12 3 7 8 3 18 4 3 5 10
commitments, I don’t 10.2%  9.9% 10.6% 8.3% 20.7% 9.7% 2.7% 15.4% 8.3% 12.5% 21.4% 9.6% 7.8% 20.0% 9.5% 9.3% 13.6% 10.6% 12.3%
spend as much time with 100% 47.6%X 52.4% 61.9% 28.6% 28.6% 9.5% 28.6% 42.9% 57.1% 14.3% 33.3% 38.1% 14.3% 85.7% 19.0% 14.3% 23.8% 47.6%
my friends as I'd like
1o
What others think about 11 S 6 8 0 4 4 3 8 3 [} 7 o] 11 2 2 6 4
me is very important 5.4% 5.0% 5.8% 5.2% 0.0% 6.6% 5.4% 7.7% 7.3% 3.2% 0.0% S5.6% 6.8 0.0% S5.8% 4.7% 9.1% 13.0% S.0%

100% 45.5% 54.5% 72.7% 0.0% 36.4% 36.4% 27.3% 72.7% 27.3% 0.0% 36.4% 63.6% 0.0% 100.0% 18.2% 18.2% 54.5% 36.4%
I try to find small 24 10 14 17 3 8 7 6 12 12 1 8 11 4 23 8 3 8 9
victories every day 11.7%  9.9% 13.5% 10.9% 10.3% 12.9% 9.5% 15.4% 11.0% 12.5% 7.1% 11.0% 10.7% 26.7% 12.1% 18.6% 13.6% 17.0% 11.1%

100% 431.7% 58.3% 70.8% 12.5% 33.3% 29.2% 25.0% 50.0% 50.0% 4.2% 33.3% 45.8% 16.7% 95.8% 33.3% 12.5% 33.3% 37.5%
I wish there were more 8 7 1 4 3 2 0 3 5 3 1 2 S 0 7 2 2 3 3
places to go that were 4.0% 0% 1.0%  2.6% 10.7% 3.3% 0.0% .9% . 6% 2% 7.7% 0 2.8%  4.9%  0.0% 3.7% 4.9% 9.5% 7% 3.8%
primarily for men 100% 87.5% 12.5% 50.0% 37.5% 25.0% 0.0% 37.5% 62.5% 37.5% 12.5% 25.0% 62.5% O0.0% 87.5% 25.0% 25.0% 37.5% 37.5%
I hate to shop 33 18 15 25 3 10 14 6 13 20 0 13 18 2 31 6 2 4 13

16.1% 17.8% 14.4% 16.0% 10.3% 16.1% 18.9% 15.4% 11.9% 20.8% 0.0% 17.8% 17.5% 13.3% 16.3% 14.0% 9.1% 8.5% 16.0%

100% 54.5% 45.5% 75.8% 9.1% 30.3% 42.4% 18.2% 39.4% 60.6% 0.0% 39.4% S54.5% 6.1% 93.9% 18.2% 6.1% 12.1% 39.4%
I have less leisure time 53 23 30 43 15 19 11 8 28 25 3 21 25 4 53 10 21
than T used to 6.26 23.2% 29.1% 27.9% 51.7% 31.1% 15.1% 21.1% 25.9% 26.6% 21.4% 29.6% 24.5% 26.7% 28.3% 34.1% 28.6% 21.7% 26.6%

100% 43.4% 56.6% 81.1% 28.3% 35.8% 20.8% 15.1% 52.8% 47.2% 5.7% 39.6% 47.2% 7.5% 100.0% 26.4% 11.3% 18.9% 39.6%

NFO #37102-010101

CONFIDENTIAL:
UNDER PROTECTIVE ORDER

CAM 002852

NFO Research Inc.

PACE 4



CIGAR NON-SMOKER STUDY
Qla. On the scale below, please rate each of the following - Top Box Summary

Base: Total Answering

GENDER AGE INCOME MARITAL STATUS CATALOG INFO

HEAVY
MARIED DIVRCE/ HEAVY SPEND EVER
$75K- MARIED NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT INDLGR CIGARS

I think companies should 72 30 42 55 13 21 23 14 38 34 6 21 40 S 67 15 9 18 24
take better care of 35.3% 30.0% 40.4% 35.5% 44.8% 34.4% 31.1% 35.9% 34.9% 35.8% 42.9% 28.8% 39.2% 33.3% 35.4% 35.7% 42.9% 38.3% 30.0%
their loyal customers 100% 41.7% 58.3% 76.4% 18.1% 29.2% 31.9% 19.4% 52.8% 47.2% 8.3% 29.2% 55.6% 6.9% 93.1% 20.8% 12.5% 25.0% 33.3%
I Tike loyalty programs 41 20 21 28 7 12 12 10 19 22 3 9 26 3 38 5 1 17 14
1ike frequent f?yer or 20.2% 20.2% 20.2% 18.2% 24.1% 19.7% 16.4% 25.6% 17.4% 23.4% 21.4% 12.5% 25.5% 20.0% 20.2% 11.6% 4.5% 36.2% 17.5%
frequent shopper 160% 48.8% 51.2% 68.3% 17.1% 29.3% 29.3% 24.4% 46.3% 53.7% 7.3% 22.0% 63.4% 7.3% 92.7% 12.2% 2.4% 41.5% 34.1%
programs

Being the best at my job 88 36 52 65 13 23 35 16 45 43 6 2 53 7 82 16 7 20 30
is extremely impartant 43.3% 36.4% 50.0% 42.2% 44.8% 38.3% 47.3% 41.0% 41. 3% 45.7% 42.9% 31 51.5% 46.7% 43.6% 37.2% 31.8% 43.5% 38.0%
to me 100% 40.9% 59.1% 73.9% 14.8% 26.1% 39.8% 18.2% 5I. 1% 48.9% 6.8% 25. 60.2% 8.0% 93.2% 18.2% 8.0% 22.7% 34.1%
I prefer stores that 27 12 15 18 4 5 10 8 15 12 1 16 2 26 6 4 8 11
offer expert advice and 13.2% 11.9% 14.4% 11.5% 13.8% 8.1% 13.5% 20.5% 13.8% 12.5% 15.5% 13.3% 13.7% 14.0% 18.2% 17.0% 13.6%

W~
~
®»%
~n
O

assistance 100% 44.4% 55.6% 66.7% 14.8% 18.5% 37.0% 29.6% 55.6% 44.4% 59.3% 7.4% 96.3% 22.2% 14.8% 29.6% 40.7%

2
0%
0%
8
0%
6%
I consider myself to be 14 7 7 6 2 2 4 S 4 10 0 3 8
very fashion conscious 6. 8% 6.9% 6.7% 3.8 6.9% 3.2% 5.4% 12.8% °3.7% 10.4% 0.0% 4.1% 9.7% 6.7% 6.8% 1l.6% 13.6% 17.0% 7.4%
100% 50.0% SO.0% 42.9% 14.3% 14.3% 28.6% 35.7% 28.6% 71.4% 0.0% 21.4% 71.4% 7.1% 92.9% 35.7% 21.4% 57.1% 42.9%
1
4%
1%
0
0%
0%

I enjoy taking risks 11 4 7 8 3 3 4 0 4 7 1 8 10 2 3 4
7.8% 6.7% S5.3% 7.0% 9.1% 6.4% 4.9%

s 4% 4.0% 6.7% 5.1% 10.3% 4.8 5.4% 0.0% 3.7% 7.3% 7.1% 1

100% 36.4% 63.6% 72.7% 27.3% 27.3% 36.4% 0.0% 36.4% 63.6% 9.1% 9 72.7% 9.1% 90.9% 27.3% 18.2% 27.3% 36.4%
I wish I knew more about 6 4 2 2 1 1 1 2 4 2 0 6 0 6 0 0 1 0
the products I buy a lot 2.9% 4.0% 1.9% 1.3%  3.4% 1.6% 1.4% S5.1% 3.7% 2.1 0.0% O. 5.8 0.0% 3.2% 0.0% 0.0% 2.1% 0.0%
of 100% 66.7% 33.3% 33.3% 16.7% 16.7% 16.7% 33.3% 66.7% 33.3% 0.0% 0. 100.0% 0.0% 100.0% 0.0% 0.0% 16.7% 0.0%
I 1ike it when companies _ 49 19 30 38 9 14 17 8 27 22 3 14 25 7 47 8 7 12 17
or brands that I am 23.9% 18.8% 28.8% 24.4% 31.0% 22.6% 23.0% 20.5% 24.8% 22.9% 21.4% 19.2% 24.3% 46.7% 24.7% 18.6% 31.8% 25.5% 21.0%
loyal to recognize me 100% 38.8% 61.2% 77.6% 18.4% 28.6% 34.7% 16.3% 55.1% 44.9% 6.1% 28.6% 51.0% 14.3% 95.9% 16.3% 14.3% 24.5% 34.7%
for my loyalty
I usually shop around to 39 22 17 25 6 13 10 10 18 21 1] 20 17 2 37 3 2 9 15
find the best price 1970% 21.8% 16.3% 16.0% 20.7% 21.0% 13.5% 25.6% 16.5% 21.9%% 0.0% 27.4% 16.5% 13.3% 19.5% 7.0% 9.1% 19.1% 18.5%

100% 56.4% 43.6% 64.1% 15.4% 33.3% 25.6% 25.6% 46.2% 53.8% 0.0% 51.3% 43.6% 5.1% 94.9% 7.7% 5.1% 23.1% 38.5%
I spend most of m¥ free 70 30 40 57 12 25 23 9 34 36 0 38 31 1 65 9 5 13 23
time with my family 34.3% 29.7% 38.8% 36.5% A41.4% 40.3% 31.1% 23.7% 31.2% 37.9% 0.0% 52.1% 30.4% 6.7% 34.4% 20.9% 22.7% 27.7% 28.4%

100% 42.9% 57.1% B81.4% 17.1% 35.7% 32.9% 12.9% 48.6% 51.4% 0.0% 54.3% 44.3% 1.4% 92.9% 12.9% 7.1% 18.6% 32.9%
Its worth it to pay a 36 11 25 27 5 9 14 8 17 19 1 12 20 3 34 6 3 17 10
Tittle extra when a 17°6% 10.9% 24.0% 17.3% 17.2% 14.5% 18.9% 20.5% 15.6% 19.8% 7.1% 16.4% 19.4% 20.0% 17.9% 14.0% 13.6% 36.2% 12.3%
store offers good 100% 30.6% 69.4% 75.0% 13.9% 25.0% 38.9% 22.2% 47.2% 52.8% 2.8% 33.3% 55.6% 8.3% 94.4% 16.7% 8.3% 47.2% 27.8%
service ’
I frequently entertain 12 7 5 9 0 8 1 3 ° 7 5 2 7 2 1 10 3 1 6 7
guests at home 5.0% 6.9% 4.8% 5.8% 0.0% 12.9% 1.4% 7.7% 6.4% 5.2% 14.3% 9.6% 1.9% 6.7% 5.3% 7.0% 4.5% 12.8% 8.6%

100% 58.3% 41.7% 75.0% 0.0% 66.7% 8.3% 25.0% 58.3% 41.7% 16.7% 58. 3% 16.7% 8.3% 83.3% 25.0% 8.3% 50.0% 58.3%
It's worth it to me to 37 16 21 26 4 14 9 10 17 20 S 10 19 3 34 9 4 18 12
spend extra for the best 18.1% 16.0% 20. 2% 16.7% 13.8% 22.6% 12.2% 26.3% 15.7% 20.8% 35.7% 13.7% 18.6% 20.0% 18.0% 20.9% 18.2% 38.3% 14.8%
quality 100% 43.2% 56.8% 70.3% 10.8% 37.8% 24.3% 27.0% 45.9% 54.1% 13.5% 27.0% 51.4% 8.1% 91.9% 24.3% 10.8% 48.6% 32.4%
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CIGAR NON-SMOKER STUDY
Qla. On the scale below, please rate each of the following - Top Box Summary

Base: Total Answering

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY
MARIED DIVRCE/ HEAVY  SPEND

EVER
$75K- MARIED  NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS

I believe it's more 8 4 4 3 1 1 2 4 2 6 Q 3 S 0 7 2 2 2 3
important for a w1fe to 3.9% 4.0% 3.9% 1.9% 3.4% 1.6% 2.7% 10.3% 1.9% 6.3% 0.0% 4.1% 4.9% 0.0% 3.7% 4.8% 9.1% 4.3% 3.7%
help her husband’s 100% 50.0% 50.0% 37.5% 12.5% 12.5% 25.0% 50.0% 25.0% 75.0% 0.0% 37.5% 62.5% 0.0% 87.5% 25.0% 25.0% 25.0% 37.5%
career than to have one
herself
I wish I had wore 8 3 S 7 3 2 3 0 4 4 1 1 6 0 8 0 5
adventure in my life 3.9% 3.0% 4.8% 4.5% 10.3% 3.2% 1% 0.0% 3.7% 4.2% 7.1% 1.4% 5.9 0.0% 4.2% 2.3% 4.5% 0.0% 6.3%
100% 37.5% 62.5% 87.5% 37.5% 25.0% 37 5% 0.0% 50.0% 50.0% 12.5% 12.5% 75.0% 0.0% 100.0% 12.5% 12.5% 0.0% 62.5%
Making sure I look my 25 13 12 16 3 5 10 7 12 13 2 5 16 2 21 4 2 7 13
best at all times is 12.2% 12.9% 11.5% 10.3% 10.3% 8.1% 13.5% 17.9% 11.0% 13.5% 14.3% 6.8% 15.5% 13.3% 11.1% 9.3% 9.1% 14.9% 16.0%
very important to me 100% 52.0% 48.0% 64.0% 12.0% 20.0% 40.0% 28.0% 48.0% 52.0% 8.0% 20.0% 64.0% 8.0% 84.0% 16.0% 8.0% 28.0% 52.0%
I wish I had more time 19 8 11 14 5 [ 4 3 8 11 2 7 9 1 19 7 3 S 8
to spend with my friends 9.4% 8.1% 10.6% 9.0% 17.2% 9.7% 5.4% 8.1% 4% 11.6% 14.3% 9.6% 8.9% 6.7% 10.1% 16.3% 13.6% 10.9% 10.1%
100% 42.1% 57.9% 73.7% 26.3% 31.6% 21.1% 15.8% 42.1% 57.9% 10.5% 36.8% 47.4% 5.3% 100.0% 36.8% 15.8% 26.3% 42.1%
I can't afford all the 49 23 26 37 7 14 19 8 34 15 2 20 23 4 48 9 3 5 24
Tuxuries of life 24.0% 22.8% 25.2% 23.9% 25.0% 22.6% 25.7% 20.5% 31.5% 15.6% 14.3% 27.8% 22.3% 26.7% 25.4% 20.9% 13.66 10.6% 29.6%
100% 46.9% 53.1% 75.5% 14.3% 28.6% 38.8% 16.3% 69.4% 30.6% 4.1% 40.8% 46.9% 8.2% 98.0% 18.4% 6.1% 10.2% 49.0%
I am more confident in 26 12 14 25 S 9 11 1 13 13 2 15 9 0 24 4 2 10

9
myself than most people 12.7% 12.0% 13.5% 16.1% 17.2% 14.5% 15.1% 2.6% 11.9% 13.7% 14.3% 20.8% 8.7% 0.0% 12.7% 9.5% 9.5% 21.7% 11.3%
100% 46.2% 53.8% 096.2% 19.2% 34.6% 42.3% 3.8% 50.0% 50.0% 7.7% 57.7% 34.6% 0.0% 92.3% 15.4% 7.7% 38.5% 34.6%

I fre?uent’ly treat 43 15 28 32 S 10 20 7 14 29 2 12 24 5 42 15 8 21 17
my self to some of 1ife’s 21.1% 15.0% 26.9% 20.5% 17.2% 16.1% 27.0% 18.4% 13.0% 30.2% 14.3% 16.4% 23.5% 33.3% 22.2% 34.9% 36.4% 45.7% 21.0%
htt]e luxuries 100% 34.9% 65.1% 74.4% 11.6% 23.3% 46.5% 16.3% 32.6% 67.4% 4.7% 27.9% 55.8% 11.6% 97.7% 34.9% 18.6% 48.8% 39.5%
I'm not really 20 8 12 16 3 8 5 4 14 6 0 9 10 1 20 4 2 4 S
interested in adventure, 9.8% 7.9% 11.5% 10.3% 10.3% 12.9% 6.8% 10.3% 12.8% 6.3% 0.0% 12.3% 9.7% 6.7% 10.5% 9.3% 9.1% 8.5% 6.2%
I prefer to take it easy 100% 40.0% 60.0% 80.0% 15.0% 40.0% 25.0% 20.0% 70.0% 30.0% 0.0% 45.0% 50.0% 5.0% 100.0% 20.0% 10.0% 20.0% 25.0%

in my free time

I consider myself highly 35 21 14 26 4 9 13 9 9 26 2 11 19 3 32 13 6 16 19
successful 17.2% 20.8% 13.6% 16.8% 13.8% 14.8% 17.6% 23.1% 8.3% 27.4% 14.3% 15.3% 18.4% 20.0% 16.9% 31.0% 28.6% 34.0% 23.5%
100% 60.0% 40.0% 74.3% 11.4% 25.7% 37.1% 25.7% 25.7% 74.3% 5.7% 31.4% 54.3% 8.6% 91.4% 37.1% 17.1% 45.7% 54.3%

I 1ike to go to the most 6 3 3 4 2 (4] 3 1 3 0 2 3 1 b 1 1 3 3
opular restaurants and 2.9% 3.0% 2.9% 2.6% 6.9% 0.0% 4.1%¥ 2.6% 8% 3.1%  0.0% 2.7% 2.9% 6.7% 2.6% 2.3% 4.5% 6.4 3.7%
ars 100% 50.0% 50.0% 66.7% 33.3% 0.0% 50.0% 16.7% 50 0% 50.0% 0.0% 33.3% 50.0% 16.7% 83.3% 16.7% 16.7% 50.0% 50.0%
I like to go to the 25 16 9 16 S 8 4 8 16 9 3 7 12 3 22 5 3 12 10
latest movies 12.2% 15.8% 8.7% 10.3% 17.2% 12.9% 5.4% 20.5% 14.7% 9.4% 21.4% 9.6% 11.7% 20.0% 11l.6X 11.6% 13.6% 25.5% 12.3%
100% 64.0% 36.0% 64.0% 20.0% 32.0% 16.0% 32.0% 64.0% 36.0% 12.0% 28.0% 48.0% 12.0% 88.0% 20.0% 12.0% 48.0% 40.0%

I like to discover new 46 19 27 33 8 12 14 11 26 20 4 14 21 7 42 7 2 18 13
and different places to 22.5% 19.0% 26.0% 21.3% 27.6% 19.4% 19.2% 28.2% 23.9% 21.1% 28.6% 19.2% 20.6% 46.7% 22.2% 16.3% 9.1% 38.3% 16.0%
go 100% 41.3% S8.7% 71.7% 17.4% 26.1% 30.4% 23.9% 56.5% 43.5% 8.7% 30.4% 45.7% 15.2% 91.3% 15.2% 4.3% 39.1% 28.3%
I'm much more 26 13 13 18 4 3 12 7 14 12 2 9 13 2 24 7 4 10 10
adventurous than most 12.7% 12.9% 12.5% 11.5% 13.8% 4.8% 16.2% 17.9% 12.8% 12.5% 14.3% 12.3% 12.6% 13.3% 12.6% 16.3% 18.2% 21.3% 12.3%
people I know 100% 50.0% 50.0% 69.2% 15.4% 11.5% 46.2% 26.9% 53.8% 46.2% 7.7% 34.6% 50.0% 7.7% 92.3% 26.9% 15.4% 38.5% 38.5%
I'm extremely happy with 61 29 32 47 8 22 18 13 28 33 3 28 25 5 57 13 8 19 27
my life 29.8% 28.7% 30.8% 30.1% 27.6% 35.5% 24.3% 33.3% 25.7% 34.4% 21.4% 38.4% 24.3% 33.3% 30.0% 30.2% 36.4% 40.4% 33.3%

100% 47.5% 52.5% 77.0% 13.1% 36.1% 29.5% 21.3% 45.9% S4.1% 4.9% 45.9% 41.0% 8.2% 93.4% 21.3% 13.1% 31.1% 33.3%
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Qla. On the scale below, please

Base: Total Answering

CIGAR NON-SMOKER STUDY

rate each of the following - Top Box Summary

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
o HEAVY
MARYED DIVRCE/ HEAVY  SPEND EVER
$75K- MARIED NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL MEN WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS
I tike it when companies 24 8 16 1S 5 8 S 6 13 11 1 7 14 2 23 4 2 6 4
send me information 11.7% 7.9% 15.4% 9.6% 17.2% 12.9% 6.8% 15.4% 11.9% 11.5% 7.1% 9.6% 13.6% 13.3% 12.1% 9.3% 9.1% 12.8% 4.9%
about their products 100% 33.3% 66.7% 62.5% 20.8% 33.3% 20.8% 25.0% 54.2% 45.8% 4.2% 29.2% 58.3% 8.3% 95.8% 16.7% 8.3% 25.0% 16.7%
I have difficulty 13 6 7 8 1 3 4 4 5 8 1 S 6 1 12 4 2 6 2
juggling work and family 6.4% 6.0% 6.7% 5.2% 3.4% 4.8% 5.5% 10.3% 4.6% . 4% 7.1% 6.9% 5.8% 6.7% 6.3% 9.5% 9.5% 13.0% 2.5%
demands 100% 46.2% 53.8% 61.5% 7.7% 23.1% 30.8% 30.8% 38.5% 61.5% 7.7% 38.5% 46.2% 7.7% 92.3% 30.8% 15.4% 46.2% 15.4%
I have no interest in 14 11 10 0 6 4 4 6 8 2 7 5 0 11 2 4 5
any kind o 6.8% 10.9% 2.9% 6.4% 0.0% 9.7% 5.4% 10.3% 5.5% 8.3% 14.3% 9.6% 9% 0.0% 5.8% 7.0% 9.1% 8.5% 6.2%
communication or 100% 78.6% 21.4% 71.4% 0.0% 42.9% 28.6% 28.6% 42.9% 57.1% 14.3% 50.0% 35.7% O0.0% 78.6% 21.4% 14.3% 28.6% 35.7%
dialogue with
manufacturers of
products 1 buy
Once I find a brand that 14 10 15 3 7 6 8 12 12 1 13 9 1 22 2 1 6 6
sat1sf1es me, T usually 11. 7/\3 13.9% 9.6% 9.6% 10.3% 11.3% 8.1% 20.5% 11.0% 12.5% 7.1% 17.8% 8.7% 6.7% 11.6% 4.7% 4.5% 12.8% 7.4%
don’t expenment with 100% 58.3% 41.7% 62.5% 12.5% 29.2% 25.0% 33.3% 50.0% 50.0% 4.2% 54.2% 37.5% 4.2% 91.7% 8.3% 4.2% 25.0% 25.0%
new ones
All these marketing 30 18 12 20 0 7 13 10 17 13 0 9 21 0 26 3 2 7 13
p]o¥s by companies such 14.9% 18.0% 11.8% 13.1% 0.0% 11.5% 18.1% 25.6% 15.9% 13.7% 0.0% 12.5% 20.8% 0.0% 13.9% 7.1% 9.1% 14.9% 16.3%
requent shopper or 100% 60.0% 40.0% 66.7% 0.0% 23.3% 43.3% 33.3% 56.7% 43.3% 0.0% 30.0% 70.04 0.0% 86.7% 10.0% 6.7% 23.3% 43.3%
purchaser programs are
just ways of trying to
manipulate consumers
My work requires me to 43 21 22 32 8 13 14 8 19 24 3 17 18 5 39 10 4 13 17
work long hours 21.0% 20.8% 21.2% 20.5% 27.6% 21.0% 18.9% 20.5% 17.4% 25.0% 21.4% 23.3% 17.5% 33.3% 20.5% 23.3% 18.2% 27.7% 21.0%
100% 48.8% 51.2% 74.4% 18.6% 30.2% 32.6% 18.6% 44.2% 55.8% 7.0% 39.5% 41.9% 11.6% 90.7% 23.3% 9.3% 30.2% 39.5%
My home is my pride and 32 14 18 19 4 8 9 10 16 16 2 11 18 1 29 4 1 6 9
joy 15.5% 33.7% 17.3% 12.1% 13.8% 12.9% 12.0% 25.6% 14.5% 16.7% 14.3% 14.9% 17.5% 6.7% 15.2% 9.3% 4.5% 12.8% 11.1%
100% 43.8% 56.3% 59.4% 12.5% 25.0% 28.1% 31.3% 50.0% 50.0% 6.3% 34.4% 56.3% 3.1% 90.6% 12.5% 3.1% 18.8% 28.1%
I don’t mind sharing 56 28 28 38 7 15 19 15 30 26 2 14 34 6 52 11 4 16 24
information with 7.2% 27.5% 26.9% 24.2% 24.1% 24.2% 25.3% 38.5% 27.3% 27.1% 14.3% 18.9% 33.0% 40.0% 27.2% 25.6% 18.2% 34.0% 29.6%
companies if it will 100% 50.0% 50.0% 67.9% 12.5% 26.8% 33.9% 26.8% 53.6% 46.4% 3.6% 25.0% 60.7% 10.7% 92.9% 19.6% 7.1% 28.6% 42.9%
result in improved
products or services '
I believe that when you 12 7 5 9 2 2 [ 2 5 7 1 3 8 0 11 2 1 5 5
are shoﬁ)pmg for an item 5.8% 6.9% 4.8 5.7% 6.9% 3.2% 8.0% 1% 4.5% 3% 7.1% 0 4.1% 7.8% 0.0% S.8% 4.7% 4.5% 10.6% 6.2%
it is always be;ter to 100% 58.3% 41.7% 75.0% 16.7% 16.7% 50.0% 16.7% 41.7% 58.3% 8.3% 25.0% 66.7% 0.0% 91.7% 16.7% 8.3% 41.7% 41.7%
o0 1o a store that
gpemahzes in that one
kind of item
Relationships with 11 6 5 9 2 3 4 2 7 4 1 4 4 2 11 2 2 4 4
manufacturers of 5.4% 6.0% 4.8% 5.8% 6.9 4.8% 5.5% S.1% . 4% 4.2% 7.1% 5.5% 3.9% 13.3% 5.8% 4.7% 9.1% 8.7% 5.0%
products I buy a lot of 100% 54.5% 45.5% 81.8% 18.2% 27.3% 36.4% 18.2% 63.6% 36.4% 9.1% 36.4% 36.4% 18.2% 100.0% 18.2% 18.2% 36.4% 36.4%
are important 1o me
Shopping by catalog is 18 9 9 10 4 3 4 7 12 6 1 [ 9 2 16 2 1 4 7
too expensive to do 8.7% 8.8% 8.7% 6.4% 13.8% 4.8% 5.3% 10.9% 6.3% 7.1% 8.1% 8.7% 13.3% 8.4% 4.7% 4.5% 8.5% 8.6%
regularly 100% 50.0% 50.0% 55.6% 22.2% 16.7% 22.2% 38.9% 66.7% 33.3% 5.6% 33.3% 50.0% 11.1% 88.9% 11.1% 5.6% 22.2% 38.9%
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CIGAR NON-SMOKER STUDY

Qla. On the scale below, please rate each of the following - Top Box Summary

Base: Total Answering
GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY

MARIED DIVRCE/ HEAVY SPEND EVER

$75K~ MARIED NO EP/ CATLOG SPEND SMOKED

TOTAL MEN WOMEN 30-54 25-34 35-44 45-54 55-65 §$99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT INDLCR CIGARS

I love to shop for 36 11 25 28 9 10 11 6 19 17 6 12 16 2 34 8 5 13 13
products that personally 17.5% 10.8% 24.0% 17.8% 31.0% 16.1% 14.7% 15.4% 17.3% 17.7% 42.9% 16.2% 15.5% 13.3% 17.8% 18.6% 22.7% 27.7% 16.0%
interest me 100% 30.6% 69.4% 77.8% 25.0% 27.8% 30.6% 16.7% 52.8% 47.2% 16.7% 33.3% 44.4% 5.6% 94.4% 22.2% 13.9% 36.1% 36.1%

I take time out to make 22 7 15 15 5 5 6 [ 10 12 8 8 2 20 S 3 5 4
the most of everyday 10.7% 6.9% 14.4% 9.6% 17.2% 1% 0% 15.4% 9.1% 12.5% 28.6% 10.8% 7.8% 13.3% 10.5% 11.6% 13.6% 10.6% 4.9%
special occasions 100% 31.8% 68.2% 68.2% 22.7% 22.7% 27.3% 27.3% 4S5S.5% 54.5% 18.2% 36.4% 36.4% 9.1%¥ 90.9% 22.7% 13.6% 22.7% 18.2%
I enjoy spending money 39 12 27 26 7 9 13 10 18 21 2 13 21 3 38 8 5 11 9
on my Kome 19.0% 11.8% 26.2% 16.7% 24.1% 14.5% 17.6% 25.6% 16.5% 21.9% 14.3% 17.6% 20.6% 20.0% 20.0% 19.0% 23.8% 23.9% 11.1%
100% 30.8% 69.2% 66.7% 17.9% 23.1% 33.3% 25.6% 46.2% 53.8% 5.1% 33.3% S3.8% 7.7% 97.4% 20.5% 12.8% 28.2% 23.1%

Relationships are 108 41 67 88 18 34 41 15 60 48 11 41 46 10 100 21 10 22 38
important to me 52.4% 40.2% 64.4% 56.1% 62.1% 54.8% 54.7% 38.5% 54.5% 50.0% 78.6% 55.4% 44.7% 66.7% 52.4% 48.8% 45.5% 46.8% 46.9%
100% 38.0% 62.0% 81.5% 16.7% 31.5% 38.0% 13.9% 55.6% 44.4% 10.2% 0% 42.6%  9.3% 92.6% 19.4% 9.3% 20.4% 35.2%

Privacy is a big concern _ 66 30 36 50 14 21 17 13 37 29 7 25 29 5 61 15 11 14 24
of mine 32.4% 29.7% 35.0% 32.1% 48.3% 33.9% 23.0% 34.2% 33.9% 30.5% 50.0% 33.8% 28.7% 33.3% 32.3% 34.9% 50.0% 30.4% 30.0%
100% 45.5% 54.5% 75.8% 21.2% 31.8% 25.8%6 19.7% 56.1% 43.9% 10.6% 37.9% 43.9% 7.6% 92.4% 22.7% 16.7% 21.2% 36.4%

My lifestyle is hectic 39 16 23 28 g 12 10 8 17 22 3 18 15 3 34 9 3 12 17
19.0% 15.7% 22.3% 17.9% 31.0% 19.7% 13.3% 20.5% 15.6% 22.9% 21.4% 24.7% 14.6% 20.0% 17.9% 20.9% 13.6% 25.5% 21.3%
100% 41.0% 59.0% 71.8% 23.1% 30.8% 25.6% 20.5% 43.6% 56.4% 7.7% 46.2% 38.5% 7.7% 87.2% 23.1% 7.7% 30.8% 43.6%

T love catalogs 39 8 31 28 5 14 12 7 15 24 1 14 21 3 39 14 7 10 9
18.9%  7.8% 29.8% 17.8% 17.2% 22.6% 16.0% 17.9% 13.6% 25.0% 7.1% 18.9% 20.4% 20.0% 20.4% 32.6% 31.8% 21.3% 11.1%
100% 20.5% 79.5% 71.8% 12.8% 35 9% 30.8% 17.9% 38.5% 61.5% 2.6% 35.9% 53.8% 7.7% 100.0% 35.9% 17.9% 25.6% 23.1%

Being a good parent is 122 58 64 94 17 38 44 23 64 58 1 64 51 6 114 23 10 29 49
extremely important to 82.4% 77.3% 87.7% 83.2% 94.4% 84.4% B0.0% 76.7% 83.1% 81.7% S0.0% 86.5% 78.5% B85.7% B85.1% 79.3% 66.7% 82.9% 80.3%
ne 100% 47.5% 52.5% 77.0% 13.9% 31.1% 36.1% 18.9% 52.5% 47.5% 0.8% 52.5% 41.8% 4.9% 93.4% 18.9% 8.2% 23.8% 40.2%
I am comfortable being 68 34 34 54 11 16 29 12 37 31 4 22 37 5 63 16 8 15 31
separate from the crowd 33.7% 34.3% 33.0% 35.1% 37.9% 25.8% 40.3% 31.6% 34.6% 32.6% 28.6% 29.7% 37.4% 33.3% 33.7% 37.2% 36.4% 31.9% 38.3%
100%¥ 50.0% S50.0% 79.4% 16.2% 23.5% 42.6% 17.6% 54.4% 45.6% 5.9% 32.4% 54.4% 7.4% 92.6% 23.5% 11.8% 22.1% 45.6%

Having close family 101 51 50 74 17 32 31 20 44 57 6 45 44 6 93 19 11 27 41
relationships is 49.8% S51.0% 48.5% 48.1% 58.6% 51.6% 43.1% S51.3% 40.7% 60.0% 42.9% 60.8% 44.0% 40.0% 49.5% 44.2% 50.0% 57.4% 50.6%
critical to happiness 100% 50.5% 49.5% 73.3% 16.8% 31.7% 30.7% 19.8% 43.6% 56.4% 5.9% 44.6% 43.6% S5.9% 92.1% 18.8% 10.9% 26.7% 40.6%
I am compietely 7 6 1 4 3 1 2 1 1 6 0 4 3 0 6 2 2 2 3
satisfied with my 3.4% 6.0% 1.0% 2.6% 10.3% 6% 2.8% 2.6% 0.9% 6.3% 0.0% 5.4% 3.0% 0.0% 2% 4.7% 9.1% 4.3% 3.7%
physical appearance 100% 85.7% 14.3% S57.1% 42.9% 14 3% 28.6% 14.3% 14.3% 85.7% 0.0% 57.1% 42. 9% 0.0% 85 7% 28.6% 28.6% 28.6% 42.9%
When I shop, I like to 74 41 33 52 9 22 23 20 40 34 6 29 33 6 69 13 7 12 34
get in and get out as 36.8% 41.8% 32.0% 34.2% 31.0% 35.5% 32.9% 51.3% 37.0% 36.6% 42.9% 39.7% 33.3% 40.0% 37.1% 31.0% 33.3% 26.1% 42.5%
quickly as possible 100% S55.4% 44.6% 70.3% 12.2% 29.7% 31.1% 27.0% S54.1% 45.9% 8.1% 39.2% 44.6% 8.1% 93.2% 17.6% 9.5% 16.2% 45.9%
I like when I get offers 34 10 24 24 5 8 13 7 18 16 3 8 22 1 34 9 4 9 10
for products or services 16.8% 10.1% 23.3% 15.7% 17.2% 12.9% 18.3% 17.9% 16.7% 17.0% 21.4% 11.0% 22.0% 6.7% 18.2% 20.9% 18.2% 19.1% 12.5%
through the mail 100% 29.4% 70.6% 70.6% 14.7% 23.5% 38.2% 20.6% 52.9% 47.1% 8.8% 23.5% 64.7% 2.9% 100.0% 26.5% 11.8% 26.5% 29.4%
I approach each day 57 25 32 47 9 17 23 8 29 28 3 20 27 7 52 12 8 20 22
optimistically 28.1% 25.0% 31.1% 30.5% 31.0% 27.4% 31.9% 20.5% 26.9% 29.5% 21.4% 27.0% 27.0% 46.7% 27.7% 27.9% 36.4% 42.6% 27.2%
100% 43.9% 56.1% 82.5% 15.8% 29.8% 40.4% 14.0% 50.9% 49.1% 5.3% 35.1% 47.4% 12.3% 91.2% 21.1% 14.0% 35.1% 38.6%

I lead a healthy 30 12 18 20 s [ 12 7 15 15 1 12 17 0 28 7 5 7 8
lifestyle 14.8% 12.0% 17.5% 13.0% 17.2% 9.7% 16.7% 17.9% 13.9% 15.8% 7.1% 16.2% 17.0% 0.0% 14.9% 16.3% 22.7% 14.9% .9%
100% 40.0% 60.0% 66.7% 16.7% 20.0% 40.0% 23.3% 50.0% 50.0% 3.3% 40.0X 56.7% 0.0% 93.3% 23.3% 16.7% 23.3% 26.7%
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Qla. On the scale below, please

Base: Total Answering

CIGAR NON-SMOKER STUDY

rate each of the following - Top Box Summary

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY
MARTED DIVRCE/ HEAVY SPEND EVER
$75K— MARIED NO SEP/  CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL MEN  WOMEN 30-54 25-34 35-44 45-54 $5_65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS
I wish I were able to 7 5 2 4 3 0 2 1 2 5 1 2 3 1 6 3 3 0 3
spend more time with my  3.5% 5. 3% 2.0% 2.6% 10.3% 0.0% 2.95 2.6% 1.9 5.4% 7.1% 2.7% 3.1% 6.7% 3.3% 7.0% 13.6% 0.0%  3.8%
male friends 100% 71.4% 28.6% 57.1% 42.9% 0.0% 28.6% 1473% 28.6% 71.4% 14.3% 28.6% 42.9% 14.3% 85.7% 42.9% 42.9% 0.0% 42.9%
When I shop, I'm 27 18 9 17 4 8 8 7 10 17 0 10 15 2 24 S 4 9 12
extremely focused 13°3% 18.0% 8.7% 11.0% 13.8% 12.9% 11.1% 17.9% 9.3% 17.9% 0.0% 13.5% 15.0% 13.3% 12.8% 11.6% 18.2% 19.1% 14.8%
100% 66.7% 33.3% 63.0% 14.8% 29.6% 29.6% 25.9% 37.0% 63.0% 0.0% 37.0% 55.6% 7.4% B88.9% 18.5% 14.8% 33.3% 44.4%
1 do not like 107 50 57 80 13 28 42 24 55 52 7 34 58 8 100 22 13 22 41
pretentious people 54.0% 50.5% 57.6% 53.0% 50.0% 45.2% 60.0% 61.5% S2.4% S5.9% 50.0% 48.6% 58.6% 53.3% 54.3% 52.4% 61.9% 47.8% 51.3%
100% 46.7% 53.3% 74.8% 12.1% 26.2% 39.3% 22.4% 5174% 48 6% 6.5% 31.8% 54.2% 7.5% 93.5% 20.6% 12.1% 20.6¥ 38.3%
It's a daily challenge 32 15 17 27 8 11 9 4 15 17 2 17 11 2 29 7 4 10 15
for me to find time %or 15.8% 15.2% 16.5% 17.6% 27.6% 17.7% 12.7% 10.3% 13.9% 18.1% 14.3% 23.3% 11.0% 13.3% 15.5% 16.3% 18.2% 21.3% 18.8%
both work_and my 100% 46.0% 53.1% 84.4% 25.0% 34.4% 28.1% 12.5% 46.9% 53.1% 6.3% 53.1% 34.4% 6.3% 90.6% 21.9% 12.5% 31.3% 46.9%
personal life
I have a better sense of 37 16 21 29 5 14 12 6 16 21 2 15 16 4 34 7 5 13 19
humor than most people 18.2% 16.0% 20.4% 18.8% 17.2% 22.6% 16.7% 15.4% 14.8% 22.1% 14.3% 20.3% 16.0% 26.7% 18.1% 16.3% 22.7% 27.7% 23.5%
100% 43.2% 56.8% 78.4% 13.5% 37.8% 32.4% 16.2% 43.2% 56.8% 5.4% 40.5% 43.2% 10.8% 91.9% 18.5% 13.5% 35.1% 51.4%
Compared to most people 15 10 5 12 2 S 5 3 6 9 2 6 6 1 15 6 5 9 8
I know, I tend to 77a% 10.0% 4.9% 7.8% 6.9% 8.1% 6.9% 7.7% S 6% 9.5% 14.3% 8.1% 6.0% 6.7% 8.0% 14.0% 22.7% 19.1%  9.9%
indulge mKse]f more in 100% 66.7% 33.3% 80.0% 13.3% 33.3% 33.3% 20.0% 40.0% 60.0% 13.3% 40.0% 40.0% 6.7% 100.0% 40.0% 33.3% 60.0% 53.3%
some of the finer things
in life
Achieving balance 68 35 33 54 9 18 31 10 31 37 6 25 30 7 64 15 8 25 25
between_ work, family and 33.7% 35.0% 32°a% 35.1% 31.0% 29.0% 43.1% 26.3% 29.0% 38°06 42.9% 34.2% 30.0% 46.7% 34.2% 34.9% 36.4% 33.2% 30.9%
social life 1s critical 100% 51.5% 48.5% 79.4% 13.2%  26.5% 45.6% 14.7% 45.6% 54.4% B8.8% 36.8% 44.1% 10.3% 94.1% 22.1% 11.8% 36.8% 36.8%
to my definition of
success
it's important to me to 40 19 21 27 8 7 15 10 22 18 11 23 4 37 8 4 13 12
be recognized as a 19.7% 19.0% 20.4% 17.5% 27.6% 11.3% 20.8% 2576% 20.4% 18.9% 14.3% 14.9% 23.0% 26.7% 19.7% 18.6% 18.2% 27.7% 14.8%
valued customer by 100% 47.5% 52.5% 67.5% 20.0% 17.5% 37.5% 250% 55.0% 45.0% 5.0% 27.5% 57.5% 10.0% 92.5% 20.0% 10.0% 32.5% 30.0%
companies or
manufacturers I am loyal
to
I like shopping online 3 1 2 2 0 1 1 1 2 1 0 2 1 0 3 1 1 1 1
1.5% 1.0% 2.0% 1.3% 0.0% _1.6% 1.4% 2.6% 1.9% 1.1% ©0.0% 2.7% 1.0% 0.0% 1.6% 2.4% 4.8% 2.1% 1.3%
100% 33.3% 66.7% 66.7% 0.0% 33.3% 33.3% 33.3% 66.7% 33.3% 0.0% 66.7% 33.3% 0.0% 100.0% 33.3% 33.3% 33.3% 33.3%
I prefer catalog 14 3 11 il 1 4 6 2 6 8 1 4 8 14 7 3 0 5
shopping vs. going to a 6.9%  3.0% 10.7% 7.2% 3.4% 6.5% 8.5% S5.1%. 5.6% 8.5% 7.1% 5.5% 8.0% 6.7% 7.5% 16.3% 13.6% 0.0% _6.3%
store 100% 21.4% 78.6% 78.6% 7.1% 28.6% 42.9% 14.3% 42.9% 57.1% 7.1% 28.6% S7.1% 7.1% 100.0% 50.0% 21.4% 0.0% 35.7%
I spend most of my free 41 18 23 28 8 12 11 10 27 19 o] 19 18 4 40 [ 2 7 15
time at home 20.4% 18.2% 22.5% 18.4% 27.6% 19.7% 15.5% 25.6% 20.8% 20.0% 0.0% 26.0% 18.2% 26.7% 21.4% 14.0% 9.1% 14.9% 18.5%
100% 43.9% 56.1% 68.3% 19.5% 29.3% 26.8% 24.4% 53.7% 46.3% 0.0% 46.3% 43.9% 9.8% 97.6% 14.6% 4.9% 17.1% 36.6%
Having a strong 144 &9 75 115 16 49 54 25 76 68 1 63 76 4 135 23 11 31 55
relationship with my 83.2% 77.5% 89.3% 85.2% 84.2% 90.7% B81.8% 73.5% 81.7% 85.0% 100.0% 87.5% 80.0% 80.0% 84.4% 65.7% 61.1% 81.6% 82.1%
spouse is extremely 100% 47.9% 52.1% 79.9% 11.1% 34.0% 37.5% 17.4% $2 8% 47.2% ~ 0.7% 43.8% 52.8% 2.8% 93.8% 16.0% 7.6% 21.5% 38.2%
important to me .
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CIGAR NON-SMOKER

Qla. On the scale below, please rate each of the following — Top Box Summary

STUDY

Base: Total Answering
GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY
MARIED DIVRCE/ HEAVY SPEND EVER
$75K- MARIED NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL  MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS
I like being rewarded by 70 33 37 56 11 26 22 11 39 31 4 27 33 6 66 14 7 16 20
companies for my loyalty 35.0% 32.7% 37.4% 36.4% 39.3% 42.6% 30.1% 29.7% 36.4% 33.3% 28.6% 37.5% 33.3% 40.0% 35.5% 32.6% 31.8% 34.8% 24.7%
100% 47.1% 52.9% B80.0% 15.7% 37.1% 31.4% 15.7% 55.7% 44.3% 5.7% 38.6% 47.1% 8.6% 94.3% 20.0% 10.0% 22.9% 28.6%
I prefer stores that S0 22 28 42 6 21 17 [ 28 22 3 25 19 3 48 10 6 8 18
offer the lowest prices 24.4% 21.6% 27.2% 26.8% 20.7% 33.0% 22.7% 15.8% 25.5% 23.2% 21.4% 33.8% 18.6% 20.0% 25.3% 23.3% 27.3% 17.4% 22.2%
100% 44.0% 56.0% B84.0% 12.0% 42.0% 34.0% 12.0% 56.0% 44.0% 6.0% 50.0% 38.0% 6.0% 96.0% 20.0% 12.0% 16.0% 36.0%
I rarely buy things on 30 22 8 23 2 7 15 6 15 15 1 12 17 0 27 6 4 6 12
impulse 14.8% 21.6% 7. 14.7% 6.9% 11.3% 20.3% 16.2% 13.8% 16.0% 7.1% 16.2% 17.0% 0.0% 14.3% 14.3% 18.2% 13.0% 14.8%
100% 73.3% 26.7% 76.7% 6.7% 23.3% 50.0% 20.0% 50.0% 50.0% 3.3% 40.0% 56.7% 0.0% 90.0% 20.0% 13.3% 20.0% 40.0%
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Qla. On the scale below, please

Base: Total Answering

CIGAR NON-SMOKER STUDY

rate each of the following - Top 2 Box Summary

GENDER

AGE

INCOME

MARITAL STATUS

CATALOG INFO

MARIED DIVRCE/

HEAVY

HEAVY SPEND

EVER

$75K- MARIED  NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $93.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS
Frequent buyer or 50 32 18 35 5 9 22 13 25 25 2 15 28 S 46 8 S 13 25
savings club programs 24.4% 31.7% 17.3% 22.4% 17.2% 14.5% 29.7% 33.3% 22 0% 26.0% 14.3% 20.5% 27.2% 33.3% 24.2% 18.6% 22.7% 27.7% 30.9%
are a waste of my time 100% 64.0% 36.0% 70.0% 10.0% 18.0% 44.0% 26.0% 50.0% 50.0% 4.0% 30.0% 56.0% 10.0% 92.0% 16.0% 10.0% 26.0% 50.0%
I believe it's better 16 11 20 6 9 7 5 13 14 2 12 11 2 25 6 5 9 12
for everyone involved if 13.2% 16.0% 1076% 12.9 20.7% 14.8% 9.5% 12.8% 11.9% 14.7% 14.3% 16.7% 10.7% 13.3% 13.2% 14.0% 22.7% 19.1% 15.0%
the woman takes care of  100% 59.3% 40.7% 74.1% 52.2% 33.3% 25.9% 18.5% 48.1% S1.9% 7.4% 44.4% 40.7% 7.4% 92.6% 22.2% 18.5% 33.3% 44.4%
the home and family
I spend more time with 19 10 9 14 3 2 10 4 10 9 4 2 9 4 18 7 5 9 10
my friends than I do 9.5% 10.3% 8.7% 9.2% 10.3% 3.4% 13.5% 10.5% 9.3% 9.8% 28.6% 2.9% 8.9% 26.7% 9.7% 16.7% 23.8% 19.6% 13.0%
with my family 100% 52.6% 47.4% 73.7% 15.8% 10.5% 52.6% 21.1% $2 6% 47.4% 21.1% 10.5% 47.4% 21.1% 94.7% 36.8% 26.3% 47.4% 52.6%
Having close friendships 115 51 64 92 16 34 47 18 62 53 12 39 52 12 106 25 12 30 47
is critical to happiness 58.1% 51.0% 65.3% 61.3% 55.2% 57.6% 66.2% 47.4% 59.0% 57.0% 85.7% 54.9% 53.1% B80.0% 57.9% 61.0% 60.0% 65.2% 58.0%
100% 44.3% 55.7% 80.0% 13.9% 29.6% 40.%6 15.7% 53.9% 46.1% 10.4% 33.9% 45.2% 10.4% 92.2% 21.7% 10.4% 26.1% 40.9%
I'm so busy that when I 117 50 67 95 18 35 45 18 59 58 7 46 54 10 109 25 13 29 45
do take time off, I $7.4% 49.5% 65.0% 60.9% 62.1% 56.5% 60.8% 47.4% 54.6% 60.4% 50.0% 63.0% 52.4% 71.4% S57.7% 58.1% 59.1% 61.7% 53.6%
really want to make my 100% 42.7% 57.3% 81.2% 15.4% 29.9% 38.5% 15.4% 50.4% 49.6% 6.0 36.3% 46.2% B8.5% 93.2% 21.4% 11.1% 24.8% 38.5%
free time count ’
I'm more successful_than _ 69 38 31 49 10 13 29 17 25 44 4 21 38 6 64 23 12 27 27
most of the people I 33.7% 37.6% 29.8% 31.4% 34.5% 21.0% 39.2% 43.6% 22.9% 45.8% 28.6% 28.8% 36.9% 40.0% 33.7% 53.5% 54.5% 57.4% 33.3%
know 100% 55.1% 44.9% 71.0% 14.5% 18.8% 42.0% 24.6% 56.2% 63.8% 5.8% 30.4% 55.1% 8.7% 92.8% 33.3% 17.4% 39.1% 39.1%
I feel guilty that I 36 23 13 28 8 11 12 4 22 14 1 18 15 2 34 3 2 5 16
don't spend enough time 17.8% 23.2% 1276% 18.2% 27.6% 18.3% 16.2% 10.5% 20.4% 14.9% 7.1% 25.4% 14.7% 13.3% 18.2% 7.0% 9.1% 10.9% 20.5%
with my family 100% 63.9% 36.1% 77.8% 22.2% 30.6% 33.3% 11.1% 61.1% 38°0% 2.8% 50.0% A41.7% 5.6% 94.4% 8.3% 5.6% 13.9% 44.4%
1 am more open-minded 112 55 57 90 19 34 41 18 58 54 10 43 51 8 105 24 14 31 44
than most people SELO% 55.6% 56.4% 59.2% 70.4% 55.7% 56.9% 46.2% 54.2% 587 1% 71.4% 61.4% 50.5% 53.3% 56.5% 55.8% 63.6% 66.0% 55.7%
100% 49.1% 50.9% 80.4% 17.0% 30.4% 36.6% 16.1% 51.8% 48.2% 8.9% 38.4% A45.5% 7.1% 93.8% 21.4% 12.5% 27.7% 39.3%
wWith all my other 66 31 35 49 12 23 17 13 34 32 5 24 33 4 61 15 10 19 25
commitments, I don’t 32.2% 30.7% 33.7% 31.4% 41.4% 37.1% 23.0% 33.3% 31.2% 33°3% 35.7% 32.9% 32.0% 26.7% 32.1% 34.9% 45.5% 40.4% 30.9%
spend as much time with 100% 47.0% 53°0% 74.2% 18.2% 34.8% 25.8% 19.7% S51.5% 48.5% 7.6% 36.4% 50.0% 6.1% 92.4% 22.7% 15.2% 28.8% 37.9%
my friends as I'd like
to
What others think about 76 43 33 55 8 20 30 18 39 37 4 30 38 4 71 7 4 21 34
me is very important 37.3% 43.0% 31.7% 35.5% 27.6% 32.8% 40.5% 46.2% 35.8% 38°9% 28.6% 41.7% 36.9% 26.7% 37.6% 16.3% 18.2% 45.7% 42.3%
100% 56.6% 43.4% 72.4% 10.5% 26.3% 39.5% 23.7% 51.3% 48.7% 5.3% 39.5% 50.0% 5.3% 93.4% 9.2% 3% 27.6% 44.7%
I try to find small 90 40 50 68 8 24 39 18 49 41 6 31 43 10 85 19 8 26 34
victories every day 4379% 39.6% 48.1% 43.6% 27.6% 38.7% 52.7% 46.2% 45.0% 42.7% 42.9% 42.5% 41.7% 66.7% 44.7% 44.2% 36.4% 55.3% 42.0%
100% 44.4% S5.6% 75.6% 8.9% 26.7% 43.3% 20.0% 54.4% 45.6% 6.7% 34.4% 47.8% 11.1% 94.4% 21.1% 8.9% 28.9% 137.8%
T wish there were more 16 13 3 10 4 6 1 5 7 9 1 5 9 1 15 7 7 3 9
places to go that were 779% 13.0% 2.9% 6.5% 14.3% 9.8% 1.4% 13.2% 6.4% 9.7% 7.7% 6.9% 8.7% 7.1% 8.0% 17.1% 33.3% 6.7% 11.3%
primarily for men 100% B1.3% 18.8% 62.5% 25.0% 37.5% 6.3% 31.3% 43.8% 56.3% 6.3% 31.3% 56.3% 6.3% 93.8% 43.8% 43.8% 18.8% 56.3%
I hate to shop 62 33 29 46 6 17 26 13 33 29 4 19 34 5 58 11 5 7 25
30.2% 32.7% 27.9% 29.5% 20.7% 27.4% 35.1% 33.3% 30.3% 30.2% 28.6% 26.0% 33.0% 33.3% 30.5% 25.6% 22.7% 14.9% 30.9%
100% 53.2% 46.8% 74.2% 9.7% 27.4% 41.9% 21.0% 53.2% 346.8% 6.5% 30.6% 54.8% 8.1% 93.5% 17.7% 8.1% 11.3% 40.3%
I have less leisure time 111 47 64 88 22 38 34 16 60 51 6 43 54 8 107 23 9 23 40
than I used to 5570% 47.5% 62.1% 57.1% 75.9% 62.3% 46.6% 42.1% 55.6% 54°3% 42.9% 60.6% 52.9% 53.3% 57.2% 56.1% 42.9% 50.0% 50.6%
100% 42.3% 57.7% 79.3% 19.8% 34.2% 30.6% 14.4% 54.1% 45.9% 5.4% 38.7% 48.6% 7.2% 96.4% 20.7% 8.1% 20.7% 36.0%
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Qla.

Base: Total Answering

I think companies should 7146

take better care of
their loyal customers

I like loyalty ﬁ)rograms
like frequent flyer or
frequent shopper
programs

CIGAR NON-SMOKER STUDY

On the scale below, please rate each of the following - Top 2 Box Summary

Being the best at my job

is extremely important
to me

I prefer stores that
offer expert advice and
assistance

I consider myself to be
very fashion conscious

I enjoy taking risks

I wish I

of

knew _more about
the products I buy a lot

I like it when companies

or brands that I am
loyal to recognize me
for my loyalty

I usually shop around to

find the best price

I spend most of m¥ free
time with my family

Its worth it to pay a
little extra when a
store offers good
service

I frequently entertain
guests at home

It's worth it to me to

128
spend extra for the best 62 7%

quality

NFO #37102-010101

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY
MARIED DIVRCE/ HEAVY SPEND EVER
$75K— MARIED  NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL  MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS
72 74 112 23 45 52 25 81 65 10 50 78 8 137 31 19 34 56
6% 72.0% 71.2% 72.3% 79.3% 73.8% 70.3% 64.1% 74.3% 68.4% 71.4% 68.5% 76.5% 53.3% 72.5% 73.8% 90.5% 72.3% 70.0%
100% 49.3% 50.7% 76.7% 15.8% 30.8% 35.6% 17.1% 55.5% 44.5% 6.8% 34.2% S53.4% 5.5% 93.8% 21.2% 13.0% 23.3% 38.4%
96 40 56 74 14 27 37 18 51 45 8 26 54 8 89 21 11 30 35
47.3% 40.4% 53.8% 48.1% 48.3% 44.3% 50.7% 46.2% 46.8% 47.9% 57.1% 36.1% 52.9% 53.3% 47.3% 48.8% 50.0% 63.8% 43.8%
100% 41.7% 58.3% 77.1% 14.6% 28.1% 38.5% 18.8% 53.1¥ 46.9% 8.3% 27.1% 56.3% 8.3% 92.7% 21.9% 11.5% 31.3% 36.5%
154 70 84 120 23 42 64 24 84 70 10 51 81 12 143 32 16 31 56
75.9% 70.7% B80.8% 77.9% 79.3% 70.0% 86.5% 61.5% 77.1% 74.5% 71.4% 71.8% 78.6% 80.0% 76.1% 74.4% 72.7% 67.4% 70.9%
100% 45.5% 54.5% 77.9% 14.9% 27.3% 41.6% 15.6% 54.5% 45.5% 6.5% 33.1% 52.6% 7.8% 92.9% 20.8% 10.4% 20.1% 36.4%
83 43 40 58 10 21 31 21 43 40 4 26 49 4 78 19 14 20 36
40.5% 42.6% 38.5% 37.2% 34.5% 33.9% 41.9% S53.8% 39.4% 41.7% 28.6% 35.6% 47.6% 26.7% 41.1% 44.2% 6&3.6% 42.6% 44.4%
100% S1.8% 48.2% 69.9% 12.0% 25.3% 37.3% 25.3% 51.8% 48.2% 4.8% 31.3% 59.0% 4.8% 94.0% 22.9% 16.9% 24.1% 43.4%
49 19 30 31 7 12 17 12 24 25 5 il 29 4 44 12 7 20 17
23.9% 18.8% 28.8% L9 24.1% 19.4% 23.0% 30.8% 22.0% 26.0% 35.7% 15.1% 28.2% 26.7% 23.2% 27.9% 31.8% 42.6% 21.0%
100% 38.8% 61.2% 63.3% 14.3% 24.5% 34.7% 24.5% 45.0% 51.0% 10.2% 22.4% 59.2% 8.2% 89.8% 24.5% 14.3% 40.8% 34.7%
36 17 19 28 6 11 14 4 22 14 4 12 18 2 34 7 4 9 15
17.6% 16.8% 18.3% 17.9% 20.7% 17.7% 18.9% 10.3% 20.2% 14.6% 28.6% 16.4% 17.5% 13.3% 17.9% 16.3% 18.2% 19.1% 18.5%
100% 47.2% 52.8% 77.8% 16.7% 30.6% 38.9% 11.1¥ 61.1% 38.9% 11.1% 33.3% 50.0% 5.6% 94.4% 19.4% 11.1% 25.0% 41.7%
36 20 16 22 5 7 13 10 20 16 3 7 24 2 32 9 3 11 11
17.6% 20.0% 15.4% 14.2% 17.2% 11.3% 17.8% 25.6% 18.3% 16.8% 21.4% 9.7% 23.3% 13.3% 16.9% 20.9% 13.6% 23.4% 13.8%
100% 55.6% 44.4% 61.1% 13.9% 19.4% 36-1% 27.8% 55.6% 44.4% 8.3% 19.4% 66.7% 5.6% 88.9% 25.0% 8.3% 30.6% 30.6%
124 56 68 91 18 38 40 27 63 61 5 43 64 12 115 27 16 29 47
0,5% 55.4% 65.4% 58.3% 62.1% 61.3% 54.1% 69.2% 57.8% 63.5% 35.7% 58.9% 62.1% 80.0% 60.5% 62.8% 72.7% 61.7% 58.0%
100% 45.2% S54.8% 73.4% 14.5% 30.6% 32.3% 21.8% 50.8% 49.2% 4.0% 34.7% S51.6% 9.7% 92.7% 21.8% 12.9% 23.4% 37.9%
108 55 53 78 14 32 38 24 59 49 6 41 56 S 102 13 5 24 41
52.7% 54.5% 51.0% 50.0% 48.3% 51.6% 51.4% 61.5% 54.1% S51.0%6 42.9% 56.2% 54.4% 33.3% 53.7% 30.2% 22.7% 51.1% 50.6%
100% 50.9% 49.1% 72.2% 13.0% 29.6% 35.2% 22.2% 54.6% 45.4% 5.6% 38.0% 51.9% 4.6% 94.4% 12.0% 4.6% 22.2% 38.0%
123 60 63 97 17 45 40 20 68 55 1 58 60 4 112 18 8 29 43
60.3% 59.4% 61.2% 62.2% 58.6% 72.6% 54.1% 52.6% 62.4% 57.9% 7.1% 79.5% 58.8% 26.7% 59.3% 41.9% 36.4% 61.7% 53.1%
100%¥ 48.8% 51.2% 78.9% 13.8% 36.6% 32.5% 16.3% 55.3% 44.7% 0.8% 47.2% 48.8% 3.3% 91.1% 14.6% 6.5% 23.6% 35.0%
120 50 70 90 21 38 38 22 62 58 10 38 64 8 114 28 14 34 47
58.5% 49.5% 67.3% 57.7% 72.4% 61.3% 51.4% 56.4% 56.9% 60.4% 71.4% 52.1% 62.1% 53.3% 60.0% 65.1% 63.6% 72.3%6 58.0%
100% 41.7% 58.3% 75.0% 17.5% 31.7% 31.7% 18.3% 51.7% 48.3% 8.3% 31.7% 53.3% 6.7% 95.0% 23.3% 11.7% 28.3% 39.2%
47 19 28 34 6 15 15 11 23 24 6 19 18 4 43 12 6 19 18
22.9% 18.8% 26.9% 21.8% 20.7% 24.2% 20.3% 28.2% 21.1% 25.0% 42.9% 26.0% 17.5% 26.7% 22.6% 27.9% 27.3% 40.4% 22.2%
100% 40.4% 59.6% 72.3% 12.8% 31.9% 31.9% 23.4% 48.9% S51.1% 12.8% 40.4% 38.3% B8.5% 91.5% 25.5% 12.8% 40.4% 38.3%
58 70 100 19 41 48 19 70 58 12 42 63 11 122 28 16 32 52
58,06 67.3% 64.1% 65.5% 66.1% 64.9% 50.0% 64.8% 60.4% 85.7% 57.5% 61.8% 73.3% 64.6% 65.1% 72.7% 68.1% 64.2%
100% 45.3% 54.7% 78.1% 14.8% 32.0% 37.5% 14.8% 54.7% 45.3% 9.4% 32.8% 49.2% 8.6% 95.3% 21.9% 12.5% 25.0% 40.6%"
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CIGAR NON-SMOKER STUDY
Qla. On the scale below, please rate each of the following — Top 2 Box Summary

Base: Total Answering

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY

MARIED DIVRCE/ HEAVY SPEND EVER

$75K- MARIED NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED

TOTAL MEN WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT INDLGR CIGARS

1 believe it’s more 18 6 12 12 2 4 7 5 6 12 0 5 13 0 17 6 3 3 5

important for a w1fe to 8.8% 5.9 11.7% 7.7% 6.9% 6.5% 9.6% 12.8% 5.6% 12.5% 0.0% 6.8% 12.6% 0.0% 9.0% 14.3% 13.6% 6.4% 6.2%

ﬁ)p her husband's 100 33.3% 66.7% 66.7% 11.1% 22.2% 38.9% 27.8% 3373% 66.7% 0.0% 27.8% 72.2% 0.0% 94.4% 33.3% 16.7% 16.7% 27.8%
career than to have one

herself
I wish I had more 45 2 18 32 11 14 10 9 25 20 5 11 27 2 43 7 7 7 20

7
0% 17.3% 20.5% .37.9% 22.6% 13.5% 23.7% 22.9% 21°1% 35.7% 15.1% 26.5% 13.3% 22.8% 16.3% 31.8% 15.2% 25.0%

adventure in my life 22.1% 27
100% 60.0% 40.0% 71.1% 24.4% 31.1% 22.2% 20.0% 55 6% 44.4% 11.1% 24.4% 60.0% 4.4% 95.6% 15.6% 15.6% 15.6% 44.4%
Making sure I look my 80 36 44 61 11 23 31 15 45 35 7 23 44 [ 75 12 6 20 37
best at all times is 39.0% 35.6% 42.3% 39.1% 37.9% 37.1% 41.9% 38.5% 41. 3% 36.5% 50.0% 31.5% 42.7% 40.0% 39.5% 27.9% 27.3% 42.6% 45.7%
very important to me 100¥ 45.0% 55.0% 76.3% 13.8% 28.8% 38.8% 18.8% 56.3% 43.8% 8.8% 28.8% 55.0% 7.5% 93.8% 15.0% 7.5% 25.0% 46.3%
I wish I had more time 59 24 35 42 13 14 19 12 32 27 5 15 32 7 55 13 7 13 24
to spend with my friends 29.1% 24.2% 33.7% 26.0% 44.8% 22.6% 25.7% 32.4% 29.6% 28.4% 35.7% 20. 5% 31.7% 46.7% 29.3% 30.2% 31.8% 28.3% 30.4%
100% 40.7% 59.3% 71.2% 22.0% 23.7% 32.2% 20.3% 54. 2% 45.8% 8.5% 25.4% 54.2% 11.9% 93.2% 22.0% 11.9% 22.0% 40.7%
I can't afford all the 103 46 57 78 16 31 38 17 66 37 7 38 51 7 98 18 8 17 40
Tuxuries of 1ife 50.5% 45.5% S55.3% 50.3% 57.1% 50.0% 51.4% 43.6% 61. 1% 38.5% 50.0% 52.8% 49.5% 46.7% 51.9% 41.9% 36.4% 36.2% 49.4%
100% 44.7% 55.3% 75.7% 15.5% 30.1% 36.9% 16.5% 64.1% 35.9% 6.8% 36.9% 49.5% 6.8% 95.1% 17.5% 7.8% 16.5% 38.8%
I am more confident in 98 46 52 76 13 28 39 18 54 44 7 34 49 8 90 21 8 28 40
myself than most people 48.0% 46.0% 50.0% 49.0% 44.8% 45.2% 53.4% 46.2% 49.5% 46.3% 50.0% 4772% 47.6% 53.3% 47.6% 50.0% 38.1% 60.9% 50.0%
160% 46.9% 53.1% 77.6% 13.3% 28.6% 39.8% 18.4% 55°1% 44.9% 7.1% 34.7% 50.0% 8.2% 91.8% 21.4% 8.2% 28.6% 40.8%
I fre?uently treat 88 38 S0 64 12 23 34 18 40 48 7 27 46 8 81 23 14 32 34
myself to some of Tife's 43. 38.0% 48.1% 41.0% 41.4% 37. 1% 45. 9% 47.4% 37.0% 50.0% S50.0% 37.0% 45.1% 53.3% 42. 9% 53.5% 63.6% 69.6% 42.0%
11tt]e luxuries 100% A3.2% S6.8% 72.7% 13.6% 26.1% 38.6% 20.5% 45.5% 54.5% 8.0% 30.7% 52.3% 9.1% 92.0% 26.1% 15.9% 36.4% 38.6%
I'm not really 59 26 33 44 6 16 23 14 34 25 3 22 32 2 56 13 3 13 16

interested in adventure, 2878% 25.7% 31.7% 28.2% 20.7% 25.8% 31.1% 35.9% 31.2% 26.0% 21.4% 30.1% 31.1% 13.3% 29.5% 30.2% 13.6% 27.7% 19.8%
1 pref?:r to take it easy 100% 44.1% 55.0% 74.6% 10.2% 27.1% 39.0% 23.7% 57.6% 42.4% 5.1% 37.3% 54.2% 3.4% 94.9% 22.0% 5.1% 22.0% 27.1%
in my free time

1 consider myself highty 102 55 47 74 12 26 39 25 41 61 7 32 5% 8 93 31 17 33 44
successful 50.0% 54.5% 45.6% 47.7% 41.4% 42.6% S2.7% 64.1% 37.6% 64.2% 50.0% 44.4% 53.4% 53.3% 49.2% 73. 8% 81.0% 70.2% 54.3%
100% 53.9% 46.1% 72.5% 11. 8% 25.5% 3B8.2% 24.5% 40.2% 59.8% 6.9% 31.4% S53.9% 7.8% 91.2% 30.4% 16.7% 32.4% 43.1%

I like to go to the most 36 19 17 26 7 10 12 7 16 20 3 9 20 4 33 9 6 15 15
gopu'lar restaurants and 17.6% 18.8% 16.3% 16.7% 24.1% 16.1% 16.2% 17.9% 14.7% 20.8% 21.4% 12.3% 19.4% 26.7% 17.4% 20.9% 27.3% 31.9% 18.5%
ars 100% 52.8% 47.2% 72.2% 19.4% 27.8% 33.3% 19.4% 44.4% 55.6% 8.3% 25.0% 55.6% 11.1% 91.7% 25.0% 16.7% 41.7% 41.7%
T 1ike to go to the 53 25 28 39 10 16 16 11 32 21 5 14 29 5 49 9 4 16 19
latest mavies 25.9% 24.8% 26.9% 25.0% 34.5% 25.8% 21.6% 28.2% 29.4% 21.9% 35.7% 19.2% 28.2% 33,3% 25.8% 20.9% 18.2% 34.0% 23.5%
100% 47.2% 52.8% 73.6% 18.9% 30.2% 30.2% 20.8% 60.4% 39.6% 9.4% 26.4% 54.7% 9.4% 92.5% 17.0% 7.5% 30.2% 35.8%

I Hkg to discover new 114 55 59 81 14 32 39 28 " 58 56 8 37 59 10 104 22 12 33 45
and different places to 55.0% 55.0% 56.7% 52.3% 48.3% 51.6% 53.4% 71.8% 53.2% 58.9% 57.1% 50.7% 57.8% 66.7% 55.0% 51.2% 54.5% 70.2% 55.6%
go 100% 48.2% 51.8% 71.1% 12.3% 28.1% 34.2% 24.6% 50.9% 49.1% 7.0% 32.5% 51.8% 8.8% 91.2% 19.3% 10.5% 28.9% 39.5%
I'm much more 65 37 28 48 6 15 30 14 29 36 S 23 33 4 59 13 8 23 28
adventurous than most 31.7% 36.6% 26.9% 30.8% 20.7% 24.2% 40.5% 35.9% 26.6% 37.5% 35.7% 31.5% 32.0% 26.7% 31.1% 30.2% 36.4% 48.9% 34.6%
people I know 100% 56.9% 43.1% 73.8% 9.2% 23.1% 46.2% 21.5% 44.6% 55.4% 7.7% 35.4% 50.8% 6.2% S0.8% 20.0% 12.3% 35.4% 43.1%
I'm gxtreme]y happy with 138 58 80 104 20 40 S0 27 73 65 9 54 67 8 129 29 13 36 53
my Tife 67.3% S7.4% 76.9% 66.7% 69.0% 64.5% 67.6% 69.2% 67.0% 67.7% 64.3% 74.0% 65.0% 53.3% 67.9% 67.4% 59.1% 76.6% 65.4%
100% 42.0% 58.0% 75.4% 14.5% 29.0% 36.2% 19.6% 52.9% 47.1% 6.5% 39.1% 48.6% 5.8% 93.5% 21.0% 9.4% 26.1% 38.4%
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CIGAR NON-SMOKER STUDY
Qla. On the scale below, please rate each of the following - Top 2 Box Summary

Base: Total Answering

GENDER AGE INCOME MARITAL STATUS CATALOG INFO

HEAVY
MARIED DIVRCE/ HEAVY SPEND EVER
375K~ MARIED  NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL  MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS
I like it when companies 76 32 44 57 8 24 28 16 43 33 3 25 42 6 74 17 8 21 22
send me information 37.1% 31.7% 42.3% 36.5% 27.6% 38.7% 37.8% 41.0% 39.4% 34.4% 21.4% 34.2% 40.8% 40.0% 38.9% 39.5% 36.4% 44.7% 27.2%
about their products 100% 42.1% 57.9% 75.0% 10.5% 31.6% 36.8% 21.1% 56.6% 43.4% 3.9% 32.9% 55.3% 7.9 97.4% 22.4% 10.5% 27.6% 28.9%
I have difficulty 18 26 31 10 10 13 10 20 24 5 17 20 2 40 11 7 13 16
juggling work and family 21 6% 18.0% 25.0% 20.0% 34.5% 16.1% 17.8% 25.6% 18.3% 25.3% 35.7% 23.6% 19.4% 13.3% 21.2% 26.2% 33.3% 28.3% 20.0%
demands 100% 40.9% 59.1% 70.5% 22.7% 22.7% 29.5% 22.7% 45.5% 54.5% 11.4% 38.6% 45.5% 4.5% 90.9% 25.0% 15.9% 29.5% 36.4%
I have no interest in 30 i8 12 18 1 10 8 11 18 12 3 11 13 3 24 6 3 5 11
any kind of 14.6% 17.8% 11.5% 11.5% 3.4% 16.3% 10.8% 28.2% 16.5% 12.5% 21.4% 15.1% 12.6% 20.0% 12.6% 14.0% 13.6% 10.6% 13.6%
communication or 100% 60.0X 40.0% 60.0% 3.3% 33.3% 26.7% 36.7% 60.0% 40.0% 10.0% 36.7% 43.3% 10.0% 80.0% 20.0% 10.0% 16.7% 36.7%

dialogue with
manufacturers of
products I buy

Once I find a brand that 106 56 50 74 19 31 30 26 57 49 6 41 52 7 98 21 11 23 41
satisfies me, I usually 51.7% 55.4% 48.1% 47.4% 65.5% 50.0% 40.5% 66.7% 52.3% 51.0% 42.9% 56.2% 50.5% 46.7% 51.6% 48.8% 50.0% 48.9% 50.6%
don’t exper1ment with 100% 52.8% 47.2% 69.8% 17.9% 29.2% 28.3% 24.5% 53.8% 46.2% S5.7% 38.7% 49.1% 6.6% 92.5% 19.8% 10.4% 21.7% 38.7%
new ones

AH these marketing 84 4 37 63 12 25 29 18 46 38 34 41 3 77 20 11 15 33

¥s by companies such 41.6% 47
requent shopper or 100% 36
purchaser programs are

just ways of trying to

manipulate consumers

7 6
L0% 36.3% 41.2% 41.4% 41.0% 40.3% 46.2% 43.0% 40.0% 42.9% 47.2% 40.6% 20.0% 41.2% 47.6% 50.0% 31.9% 41.3%
0% 44.0% 75.0% 14.3% 29.8% 34.5% 21.4% 54.8% 45.2% 7.1% 40.5% 48.8% 3.6% 91.7% 23.8% 13.1% 17.9% 39.3%

My work requires me to 91 49 42 73 17 26 35 12 42 49 7 33 43 8 85 22 12 24 42
work long hours 44.4% 48.5% 40.4% 46.8% SB.6% 41.9% 47.3% 30.8% 38.5% 51.0% 50.0% 45.2% 41.7% 53.3% 44.7% 51.2% 54.5% 51.1% S51.9%

100% 53.8% 46.2% 80.2% 18.7% 28.6% 38.5% 13.2% 46.2% 53.8% 7.7% 36.3% 47.3% 8.8% 93.4% 24.2% 13.2% 26.4% 46.2%
‘My home is my pride and 113 49 64 86 15 32 42 23 60 53 7 37 59 10 104 20 9 28 38
joy 54.9% 48.0% 61.5% 54. 8% 51.7% 51.6% 56.0% 59.0% 54.5% 55.2% 50.0% 50.0% 57.3% 66.7% 54.5% 46.5% 40.9% 59.6% 46.9%

100% 43.4% 56.6% 76.1% 13.3% 28.3% 37.2% 20.4% 53.1% 46.9% 6.2% 32.7% 52.2% 8.8% 92.0% 17.7% 8.0% 24.8% 33.6%
I don't mind sharing 136 66 70 101 19 41 49 26 72 64 7 47 74 8 127 25 13 27 53
information with 66.0% 64.7% 67.3% 64.3% 65.5% 66.1% 65.3% 66.7% 65.5% 66.7% S0.0% 63.5% 71.8% S53.3% 66.5% 58.1% 359.1% 57.4% 65.4%
companies if it will 100% 48.5% 51.5% 74.3% 14.0% 30.1% 36.0% 19.1% 52.9% 47.1% 5.1% 34.6%X 54.4% 5.9% 93.4% 18.4% 9.6% 19.9% 39.0%

result in improved
products or services

I believe that when you 56 34 22 40 8 18 17 12 23 33 3 18 35 0 52 11 9 13 27
are sho?pmg for an item 27.2% 33.3% 21.2% 25.5% 27.6% 29.0% 22.7% 30.8% 20.9% 34.4% 21.4% 24.3% 34.0% 0.0% 27.2% 25.6% 40.9% 27.7% 33.3%
it is always better to 100% 60.7% 39.3% 71.4% 14.3% 32.1% 30.4% 21.4% 41.1% S58.9% 5.4% 32.1% 62.5% 0.0% 92.9% 19.6% 16.1% 23.2% 48.2%

go to a store that
specializes in that one
kind of ditem

Relationships with 52 31 21 42 7 18 19 7 27 25 4 19 24 5 49 10 7 13 19
manufacturers of 25.5% 31.0% 20.2% 27.1% 24.1% 29.0% 26.0% 17.9% 24.8% 26.3% 28.6% 26.0% 23.5% 33.3% 25.9% 23.3% 31.8% 28.3% 23.8%
products I buy a lot of 100% 59.6% 40.4% 80.8% 13.5% 34.6% 36.5% 13.5% 51.9% 48.1% 7.7% 36.5% 46.2% 9.6% 94.2% 19. 2% 13.5% 25.0% 36.5%

are Important 1o me

Shopping by catalog is 47 25 22 31 7 12 15 13 27 20 2 17 24 4 40 5 2 7 16
too expensive to do 22.8% 24.5% 21.2% 19.7% 24.1% 19.4% 20.0% 33.3% 24.5% 20.8% 14.3% 23.0% 23.3% 26.7% 20.9% 11.6% 9.1% 14.9% 19.8%
regularly 100% 53.2% 46.8% 66.0% 14.9% 25.5% 31.9% 27.7% 57.4% 42.6% 4.3%¥ 36.2% S1.1¥ 8.5% 85.1% 10.6% 4.3% 14.9% 34.0%

NFO #37102-010101

NFO Research Inc. PAGE 14

CONFIDENTIAL:
UNDER PROTECTIVE ORDER

CAM 000862



Qla. On the scale below, please

Base: Total Answering

CIGAR NON-SMOKER STUDY

rate each of the following — Top 2 Box Summary

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY

MARIED DIVRCE/ HEAVY  SPEND EVER

$75K— MARIED  NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED

TOTAL  MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS

I love to shop for 112 57 55 86 20 29 44 18 56 56 9 35 59 9 103 25 14 32 48
products that persona'l]y S4.4% 55.9% 52.9% 54.8% 69.0% 46.8% 58.7% 46.2% 50.9% 58.3% 64.3% 47.3% 57.3% 60.0% 53.9% 58.1% 63.6% 68.1% 59.3%
interest me 100% 50.0% 49.1% 76.8% 17.9% 25.9% 39.3% 16.1% 50.0% 50.0% 8.0% 31. 3¥ 52.7% 8.0% 92.0% 22.3% 12.5% 28.6% 42.9%
I take time out to make 75 32 43 54 11 23 22 18 37 38 7 29 32 7 68 12 5 19 24
the most of everyday 36.4% 31.4% 41.3% 34.4% 37.9% 37.1% 29.3% 46.2% 33.6% 39.6% 50.0% 39.2% 31.1% 46.7% 35.6% 27.9% 22.7% 40.4% 29.6%
special occasions 1004 42.7% 57.3% 72.0% 14.7% 30.7% 29.3% 24.0% 49.3% 50.7% 9.3% 38. 7% 42.7% 9.3% 90.7% 16.0% 6.7% 25.3% 32.0%
I enjoy spending money 104 43 61 74 16 26 37 24 54 50 8 32 55 9 100 21 9 28 30
on my Kome S0.7% 42.2% 59.2% 47.4% 55.2% 41.9% 50.0% 61.5% 49.5% 52.1% 57.1% 43.2% 53.9% 60.0% 52.6% S50.0% 42.9% 60.9% 37.0%
100% 41.3% 58.7% 71.2% 15.4% 25.0% 35.6% 23.1% 51.9% 48.1% 7.7% 30.8% 52.9% 8.7% 96.2% 20.2% 8.7% 26.9% 28.8%

Relationships are 168 76 92 128 27 51 59 30 91 77 12 61 80 15 156 33 16 39 65
important to me 81.6% 74.5% 88.5% B81.5% 93.1% 82.3% 78.7% 76.9% 82.7% 80.2% 85.7% 82.4% 77.7% 100.0% 81.7% 76.7% 72.7% 83.0% 80.2%
100% 45.2% 54.8% 76.2% 16.1% 30.4% 35.1% 17.9% 54.2 45.8% 7 36.3% 47.6% 8.9% 92.9% 19.6% 9.5% 23.2% 38.7%
Privacy is a big concern 136 62 74 103 19 39 50 27 72 64 9 45 74 8 128 29 14 30 53 .
of mine 7% 61.4% 71.8% 66.0% 65.5% 62.9% 67.6% 71.1% 66.1% 67.4% 64.3% 60.8% 73.3% 53.3% 67.7% 67.4% 63.6% 65.2% 66.3%
100% 45.6% 54.4% 75.7% 14.0% 28.7% 36.8% 19.9% 52.9% 47.1% 6.6% 33.1% 54.4% 5.9% 94.1% 21.3% 10.3% 22.1% 39.0%

My lifestyle is hectic 90 40 50 70 16 29 29 16 44 46 9 35 38 8 82 24 11 26 38
43.9% 39.2% 48.5% 44.9% 55.2% 47.5% 38.7% 41.0% 40.4% 47.9% 64.3% 47.9% 36.9% 53.3% 43.2% 55.8% 50.0% 55.3% 47.5%

100% 44.4% 55.6% 77.8% 17.8% 32.2% 32.2% 17.8% 48.9% 51.1% 10.0% 38.9% 42. 2% 8.9% 91.1% 26.7% 12.2% 28.9% 42.2%

1 love catalogs 74 20 54 57 10 26 25 12 35 39 6 26 37 5 73 26 13 21 23
35.9% 19.6% S1.9% 36.3% 34.5% 41.9% 33.3% 30.8% 31.8% 40.6% 42.9% 35.1% 35.9% 33.3% 38.2% 60.5% 59.1% 44.7% 28.4%

100% 27.0% 73.0% 77.0% 13.5% 35.1% 33.8% 16.2% 47.3% 52.7% B.1% 35.1% 50.0% 6.8% 98.6¥% 35.1% 17.6% 28.4% 31.1%

8eing a_good parent is 39 69 70 105 18 44 48 29 73 66 1 72 59 126 25 12 31 56
extremely important to 93.9% 92.0% 95.9% 92.9% 100.0% 97.8% 87.3% 96.7% 94.8% 93.0% 50.0% 97.3% 90.8% 100.0% 94.0% 86.2% 80.0% 88.6% 91.8%
me 100% 49.6% 50.4% 75.5% 12.9% 31.7% 34.5% 20.9% 52.5% 47.5% 0.7% 51.8% 42.4% 5.0% 90.6% 18.0% 8.6% 22.3% 40.3%
I am comfortable being 144 69 75 109 20 45 50 28 76 68 9 50 76 ] 133 31 14 34 61
separate from the crowd 71.3% 69.7% 72.8% 70.8% 69.0% 72.6% 69.4% 73.7% 71.0% 71.6% 64.3% 67.6% 76.8% 60.0% 71.1% 72.1% 63.6% 72.3% 75.3%
100% 47.9% 52.1% 75.7% 13.9% 31.3% 34.7% 19.4% 52.8% 47.2% 6.3% 34.7% 52.8% 6.3% 92.4% 21.5% 9.7% 23.6% 42.4%

Having close family 161 75 86 121 25 53 51 31 86 75 11 65 73 12 149 26 13 37 64
relationships is 79.3% 75.0% B83.5% 78.6% B86.2% B85.5% 70.8% 79.5% 79.6% 78.9% 78.6% 87.8% 73.0% 80.0% 79.3% 60.5% 59.1% 78.7% 79.0%
critical to happiness 100% 46 6% 53.4% 75.2% 15.5% 32.9% 31.7% 19.3% 53.4% 46.6% 6.8% 40.4% 45.3% 7.5% 92.5% 16.1% 8.1% 23.0% 39.8%

I am compietely 59 33 26 40 11 12 22 13 31 28 4 20 31 4 52 12 6 15 25
satisfied with my 29°1% 33.0% 25.2% 26.0% 37.9% 19.4% 30.6% 33.3% 28.7% 29.5% 28.6% 27.0% 31.0% 26.7% 27.7% 27.9% 27.3% 31.9% 30.9%
physical appearance 100% 55.9% 44.1% 67.8% 18.6% 20.3% 37.3% 22.0% 52.5% 47.5% 6.8% 33.9% 52.5% 6.8% B88.1% 20.3% 10.2% 25.4% 42.4%

when I shop, I like to 123 63 60 89 16 37 41 29 64 59 9 44 61 9 115 27 15 24 53
get in and get out as 61.2% 64.3% 58.3% 58.6% 55.2% 59.7% 58.6% 74.4% 59.3% 63.4% 64.3% 60.3% 61.6% 60.0% 61.8% 64. 3% 71.4% 52.2% 66.3%
quickly as possible 100% S51.2% 48.8% 72.4% 13.0% 30.1% 33.3% 23.6% 52.0% 48.0% 7.3% 35.8% 49.6% 7.3% 93.5% 22.0% 12.2% 19.5% 43.1%

I like when I get offers 79 28 51 59 11 22 31 14 41 38 7 22 . 44 6 76 21 10 23 27
for products or services 39.1% 28.3% 49.5% 38.6% 37.9% 35.5% 43.7% 35.9% 38.0% 40.4% 50.0% 30.1% 44.0% 40.0% 40.6% 48.8% 45.5% 48.9% 33.8%
through the mail 1004 35.4% 64.6% 74.7% 13.9% 27.8% 39.2% 17.7% 51.9% 48.1% 8.9% 27.8% 55.7% 7.6% 96.2% 26. 6% 12.7% 29.1% 34.2%

I approach each day 138 59 79 102 21 38 49 29 71 67 9 48 69 12 127 30 15 36 55
optimistically 68.0% 59.0% 76.7% 66.2% 72.4% 61.3% 68.1% 74.4% 65.7% 70.5% 64.3% 64.96 69.0% 80.0% 67.6% 69. 8% 68.2% 76.6% 67.9%
100% 42.8% 57.2% 73.9% 15.2% 27.5% 35.5% 21.0% 51.4% 48.6% 6.5% 34.8% 50.0% 8.7% 92.0% 21.7% 10.9% 26.1% 39.9%

I lead a healthy 96 44 52 68 15 23 36 22 52 44 10 32 48 6 87 24 12 23 36
lifestyle 47.3% 44.0% S0.5% 44.2% 51.7% 37.1% 50.0% 56.4% 48.1% 46.3% 71.4% 43.2% 48.0% 40.0% 46.3% 35.8% 54.5% 48.9% 44.4%
100% 45.8% 54.2% 70.8% 15.6% 24.0% 37.5% 22.9% 54.2% 45.8% 10.4% 33.3% 50.0% 6.3% 90.6% 25.0% 12. 5% 24.0% 37.5%
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CIGAR NON-SMOKER STUDY

Qla. On the scale below, please rate each of the following - Top 2 Box Summary

Base: Total Answering

GENDER ACE INCOME MARTTAL STATUS CATALOG INFO
HEAVY
MARIED DIVRCE/ HEAVY SPEND EVER
$75K- MARIED EP/ CATLOG SPEND KEY HEAVY SMOKED
TOTAL MEN WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT INDLGR CIGARS
I wish I were able to 21 S 21 10 8 6 5 17 13 4 10 13 3 29 8 7 4 13
spend more time with my 15.1% 21.2% 9.0% 13.9% 34.5% 12.9% 8.7% 13.2% 16.0% 14.0% 28.6% 13.7% 13.4%¥ 20.0% 15.8% 18.6% 31.8% B8.5% 16.3%
male friends 100% 70.0% 30.0% 70.0% 33.3% 26.7% 20.0% 16.7% 56.7% 43.3% 13.3% 33.3% 43.3% 10.0% 96.7% 26.7% 23.3% 13.3% 43.3%
When I shop, I'm 104 56 48 72 14 28 36 26 50 54 6 28 60 10 97 25 13 27 46
extremely focused 51.2% 56.0% 46.6% 46.8% 48.3% 45.2% 50.0% 66.7% 46.3% 56.8% 42.9% 37.8% 60.0% 66.7% S51.6% 58.1% 59.1% 57.4% 56.8%
100% 53.8% 46.2% 69.2% 13.5% 26.9% 34.6% 25.0% 48.1% 51.9% 5.8% 26.9% 57.7% 9.6% 93.3% 24.0% 12.5% 26.0% 44.2%
I do not like 163 82 81 124 21 49 61 32 88 75 10 56 84 13 153 34 17 33 70
pretentious people 82.3% 82.8% 81.8% 82.1% 80.8% 79.0% 87.1% 82.1% 83.8% 80.6% 71.4% B0O.0% 84.8% 86.7% 83.2% 831.0% 81.0% 71.7% B87.5%
100% 50.3% 49.7% 76.1% 12.9% 30.1% 37.4% 19.6% 54.0% 46.0% 6.1% 34.4% S51.5% 8.0% 93.9% 20.9% 10.4% 20.2% 42.9%
It's a daily cha”eng 75 38 3?7 59 15 22 26 11 39 36 4 29 35 7 69 15 8 18 28
for me to find time for 37.1% 38.4% 35.9% 38.6% S51.7% 35.5% 36.6% 28.2% 36.1% 38.3% 28.6% 39.7% 35.0% 46.7% 36.9% 34.9% 36.4% 38.3% 35.0%
both work and my 100% 50.7% 49.3% 78.7% 20.0% 29.3% 34.7% 14.7% S52.0% 48.0% 5.3% 38.7% 46.7% 9.3% 92.0% 20.0% 10.7% 24.0% 37.3%
personal life
T have a better sense of 104 57 47 82 14 34 38 17 55 49 7 34 53 10 94 25 16 28 48
humor than most people 51.2% 57.0% 45.6% 53.2% 48.3% 54.8% 52.8% 43.6% 50.9% 51.6% S50.0% 45.9% 53.0% 66.7% 50.0% 58.1% 72.7% 59.6% 59.3%
100% 54.8% 45.2% 78.8% 13.5% 32.7% 36.5% 16.3% 52.9% 47.1% 6.7% 32.7% 51.0% 9.6% 90.4% 24.0% 15.4% 26.9% 46.2%
Compared to most people 61 31 30 46 7 24 26 13 29 32 6 17 30 8 57 16 11 25 29
I know, I tend to 30.0% 31.0% 29.1%¥ 25.9% 24.1% 22.6% 36.1% 33.3% 26.9% 33.7% 42.9% 23.0% 30.0% S53.3% 30.3% 37.2% S50.0% 53.2% 35.8%
indulge myself more in 100% 5S0.8% 49.2% 75.4% 11.5% 23.0% 42.6% 21.3% 47.5% 52.5% 9.8% 27.9% 49.2% 13.1% 93.4% 26.2% 18.0% 41.0% 47.5%
some of the finer things
in Tife
Achieving balance 132 64 68 106 17 43 51 20 70 62 10 45 65 12 124 26 13 33 55
between work, family and 65.3% 64.0% 66.7% 68.8% 58.6% 69.4% 70.8% 52.6% 65.4% 65.3% 71.4% 61.6% 65.0% 80.0% 66.3% 60.5% 59.1% 70.2% 67.9%
social life is critical 100% 48.5% 51.5% 80.3% 12.9% 32.6% 38.6% 15.2% 53.0% 47.0% 7.6% 34.1% 49.2% 9.1% 93.9% 19.7% 9.8% 25.0% 41.7%
to my definition of
success
It’s important to me to 107 sS4 53 82 14 38 35 20 57 50 4 40 55 8 100 27 16 27 39
be recognized as a 52.7% 54.0% S51.5% 53.2% 48.3% 61.3% 48.6% 51.3% 52.8% 52.6% 28.6% 54.1% 55.0% 53.3% S53.2% 62.8% 72.7% S57.4% 48.1%
valued customer by 100% 50.5% 49.5% 76.6% 13.1% 35.5% 32.7% 18.7% 53.3% 46.7% 3.7% 37.4% 51.4% 7.5% 93.5% 25.2% 15.0% 25.2% 36.4%
companies or
manufacturers I am loyal
to
I like shopping online 15 11 4 10 3 5 4 3 S 10 0 [ 8 1 15 6 5 3 9
7.5% 11.2% 4.0% 6.6% 10.3% 8.2% 5.7% 7.9%% 4.7% 10.8% 0.0% 8.2% 8.2% 6.7% 8.2% 14.3% 23.8% 6.4% 11.4%
100% 73.3% 26.7% 66.7% 20.0% 33.3% 26.7% 20.0% 33.3% 66.7% 0.0% 40.0% 53.3% 6.7% 100.0% 40.0% 33.3% 20.0% 60.0%
I prefer catalo 37 11 26 29 4 13 12 7 20 17 1 12 21 3 37 15 8 4 12
shopping vs. going to a 18.3% 11.1¥ 25.2% 19.0% 13.8% 21.0% 16.9% 17.9% 18.5% 18.1% 7.1% 16.4% 21.0% 20.0% 19.8% 34.9% 36.4% 8.5% 15.0%
store 100% 29.7% 70.3% 78.4% 10.8% 35.1% 32.4% 18.9% 54.1% 45.9% 2.7% 32.4% 56.8% 8.1% 100.0% 40.5% 21.6% 10.8% 32.4%
I spend most of my frze 111 57 54 80 16 36 35 24 62 49 2 44 57 8 105 24 12 21 45
time at home 55.2% 57.6% 52.9% 52.6% 55.2% 59.0% 49.3% 61.5% SB8.5% S51.6% 14.3% 60.3% 57.6% 53.3% 56.1% 55.8% 54.5% 44.7% 55.6%
100% 51.4% 48.6% 72.1% 14.4% 32.4% 31.5% 21.6% 55.9% 44.1% 1.8% 39.6% 51.4% 7.2% 94.6% 21.6% 10.8% 18.9% 40.5%
Having a strong 161 79 82 126 18 52 60 31 86 75 1 67 88 5 159 29 15 36 63
relationship with my 93.1% 88.8% 97.6% 93.3% 94.7% 96.3% 90.9% 91.2% 92.5% 93.8% 100.0% 93.1% 92.6% 100.0% 93.8% 82.9% 83.3% 94.7% 94.0%
spause is extremely 100% 49.1% 50.9% 78.3% 11.2% 32.3% 37.3% 19.3% 53.4% 46.6% 0.6% 41.6% S54.7% 3.1% 93.2% 18.0% 9.3% 22.4% 39.1%
important to me
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CIGAR NON-SMOKER STUDY
Qla. On the scale below, please rate each of the following - Top 2 Box Summary

Base: Total Answering

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY

MARIED DIVRCE/ HEAVY SPEND EVER
375K~ MARLED NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED

TOTAL MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $93.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS

I 1like being rewarded by 124 57 6 101 15 46 44 18 67 57 8 46 62 8 119 27 16 29 43
companies for my loyalty 62.0% 56.4% 67.7% 65.6% 53.6% 75.4% 60.3% 48.6% 62.6% 61.3% 57.1% 63.9% 62.6% 53.3% 64.0% 62.8% 72.7% 63.0% 53.1%
100% 46.0% 54.0% 81.5% 12.1% 37.1% 35.5% 14.5% $4.0% 46.04 6.5% 37.1% S50.0% 6.5% 96.0% 21.8% 12.9% 23.4% 34.7%

I prefer stores that 112 57 55 85 19 38 34 20 64 48 7 51 48 6 105 19 9 i8 40
offer the lowest prices 54.6% 55.9%6 53.4% 54.1% 65.5% 61.3% 45.3% 52.6% 58.2% 50.5% 50.0% 68.%% 47.1% 40.0% 55.3% 44.2% 40.9% 39.1% 49.4%
100% 50.9% 49.1% 75.9% 17.0% 33.9% 30.4% 17.9% 57.1% 42.9% 6.3% 45.5% 42.9% 5.4% 93.8% 17.0% 8.0% 16.1% 35.7%

I rarely buy things on 76 38 37 59 7 22 32 14 41 35 3 27 44 2 70 13 S 16 28

impulse 37.4% 38.2% 36.6% 37.8% 24.1% 35.5% 43.2% 37.6% 37.2% 21.4% 36.5% 44.0% 13.3%

. . . 37.8% . . 37.0% 31.0% 22.7% 34.8% 34.6%
100% 51.3% 48.7% 77.6% 9.2% 28.9% 42.1% 18.4% §3.0% 46.1% 3.9% 35.5% 57.9% 2.6% 92.1% 17.1% 6.6% 21.1% 36.8%
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CIGAR NON-SMOKER STUDY

Qla. On the scale below, please rate each of the following — Mean Summary

Base: Total answering

TOTAL

GENDER AGE INCOME MARITAL STATUS

CATALOG INFO

$75

IED
MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99. 9K $100K+ SINGLE KIDS

MARIED DIVRCE/

NO

SEP/
KIDS WIDOW

CATLOG

HEAVY
SPEND

HEAVY
SPEND

SHOPRS CATLOG CAT

E
HEAVY SMOKED
INDLGR CIGARS

VER

Frequent buyer or 3.26
savings club programs

are a waste of my time

Std Dev .58
Std Err 0.110

I believe it's better 2.46
for everyone involved

if the woman takes care

of the home and family

Std D 1.57
Std Err 0.110

I spend more t1me with 2.10
my friends than I do
with my family

Std Dev 1.41
Std Err 0.100
Having close 4.58
friendships is critical

to happiness

Std Dev 1.23
std Err 0.087

I'm so busy that when I 4.46
do take time o I

really want to make my

free time count

Std Dev 1.37
Std Err 0.096
I'm more successful 3.83

than most of the people

I know

Std Dev 1.27
Std Err 0.089

I feel guilty that I 2.98
don’t spend enough time

with my family

Std Dev 1.49
Std Erv 0.105

I am more open-minded 4.50
than most people

Std D 1.13
Std Err 0.080
with all my ather | 3780

commitments, I don’'t
spend as much time with
my friends as I'd like

Std Dev 1.35
Std Err 0.094

What others think about 3.94
me is very important

Std De 1.25
NFO #37102 010101
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3.62 2.91 3.15 3.03  2.84 3.42 3.74 3.19 3.34 2.71 3.26
1.56 1.53 1.56 1.52 1.46 1.64 1.52 1.56 1.61 1.38 1.44
0.155 0.150 0.125 0.283 0.18 0.190 0.243 0.149 0.164 0.370 0.169
2,62 2.31 2.41 2.59 2.36 2.38 2.64 2.41 2.52 2.14 2.68

1.66 1.47 1.54 1.68 1.56 1.52 1.61 1.53 1.62 1.70 1.58
0.166 0.144 0.124 0.312 0.200 0.177 0.258 0.146 0.166 0.455 0.186

2.22 1.99 2.10 2.24 1.8y 2.32 1.97 2.10 2.10 3.93 1.69
1.38  1.45 1.42 1.60 1.18 1.52 1.37 1.45 1.38  1.07 1.07
0.140 0.142 0.115 0.296 0.154 0.176 0.221 0.139 0.144 0.286 0.128
4.43 4.73 4.63 4.48 4.64 4.63 4.50 4.52 4.65 5.43  4.49
1.19 1.25 1.20  1.12 1.17 1.26 1.35 1.32 1.12 0.76 1.13
0.119 0.126 0.098 0.208 0.152 0.149 0.219 0.128 0.116 0.202 0.134
4.29 4.62 4.56 4.52 4.52 4.54 4.11 4.36 4.56 4.29 4.51

1.45 1.27 1.24  1.33 1.25 1.31  1.67 1.39 1.34 1.33 1.38
0.144 0.125 0.099 0.246 0.159 0.152 0.271 0.134 0.137 0.354 0.161

4.01  3.65 3.74 3.62 3.68 3.81 4.28 3.45 4.26 3.71 3.66
1.18 1.34 1.31 1.52 1.20 1.33 1.00 1.27 1.14 1.38 1.35
0.117 0.132 0.105 0.283 0.152 0.155 0.160 0.121 0.117 0.370 0.158
3.25  2.71 3.03 3.31 3.03 2.95 2.63 3.02 2,93 2.57 3.27
1.51 1.43 1.46 1.69 1.44 1.43 1.50 1.51 1.48 1.40 1.55
0.152 0.141 0.118 0.314 0.186 0.167 0.243 0.145 0.152 0.374 0.184
4.48 4.51 4.55 4.85 4.52 4.44 4.33 4.46 4.55 4.79 4.59

1.16 1.09 1.16 0.95 1,21 1.14 1.08 1.12 1.14 1.31 1.17
0.117 0.109 0.094 0.183 0.154 0.134 0.174 0.108 0.118 0.350 0.140

3.72 3.88 3.81 4.34 4.03 3.46 3.62 3.73 3.88 3.71 3.9

1.38 1.32 1.30 1,14 1.29 1.23 1.58 1.32 1.38 1.59 1.32
0.137 0.129 0.104 0.212 0.164 0.143 0.253 0.127 0.141 ©.425 0.155

4.04 3.85 3.94 3.62 4.10 3.95 3.95 3.86 4.03 3.93 4.06
1.18 1.31 1.22 1.27 1.09 1.26 1.45 1.36 1.11 0.92 1.22

NFO Research Inc.

1.53

0.151

2.00
1.41
0.140
4.41
1.31
0.133
4.42

1.39
0.137

3.91
1.26
0.124
2.78
1.45
0.144
4.42

1.07
0.106

3.74

1.34
0.132

3.89
1.32

1.71
0.441

2.33

1.68
0.433

3.00

1.56
0.402

0.82
0.211
4.64

1.34
0.357

4.20

0.77
0.200
3.27

1,39
0.358
4.40
1.12
0,289
3.80

1.42
0.368

3.73
1.22

3.2%
1.58
0.115
2.42

1.56
0.114

2.09

1.42
0.104
4.59
1.22
0.030
4.43

1.38
0.101

3.81

1.30
0.094
2.97
1.49
0.109
4.49
1.14
0.084
3.78

1.35
0.098

3.94
1.27

3.00
1.65
0.251
2.47

1.61
0.245

2.60

1.58
0.244
4.66

1,33
0.208
4.49

1.33
0.203
4.33
1.27
0.193
2.65

1.25
0.191
4.58

1.12
0.170

3.81

1.28
0.195

3.53
1.16

3.36

1.56
0.333
2.77

1.77
0.378

2.90
1.64
0.358
4.70

1.08
0¢.242
4.55

1.53
0.327

4.45

1.26
0.269
2.91

1.23
0.262
4.86

0.99
0.211

4.09

1.34
0.286

3.68
1.25

3.11

1.77
0.258
2.55

1.74
0.254
2.39

1.67
0.246
4.80
1.24
0.183
4.53

1.44
0.210

4.51
1.14
0.166
2.74

1.48
0.219
4.74

1.24
0.181

3.81

1.47
0.214
4.20
1.26

3.52
1.56
0.173
2.56

1.35
0.150

3.93
1.24
0.138
3.03
1.49
0.169
4.57
1.09
0.123
3.80

1,35
0.i51
4.14
1.08
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Qla. On the scale below, please rate each of the following -~ Mean Summary

Base: Total answering

CIGAR NON-SMOKER STUDY

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY
MARIED DIVRCE/ HEAVY SPEND EVER
$75K— MARIED NO SEP/ CATLOG SPEND KEY HEAVY SMOKED
TOTAL  MEN  WOMEN 25-34  35-44 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS
Std Err 0.088 0.118 0.129 0.140 0.113 0.245 0.144 0.130 0.316 0.092 0.177 0.266 0.186 0.120
I try to find small 4.21 4.17 4.26 4.11 4.23 3.93 4.16 4.18 4.93 4.24 4.33 4.23 4.47 4.15
victaries every day
Std Dev 1.19 1.13 1.25 1.27 1.18 1.38 1.20 1.19 0.80 1.18 1.21 1.15 1.18 1.24
Std Eer 0.083 0.113 0.123 0.1 0.121 0.370 0.141 0.117 0.206 0.086 0.184 0.246 0.172 0.137
I wish there were more 2.28 2.77 1.80 2. 2.28 2.00 2.17 2.38 2.43 2.30 2.44 3.24 2.27 2.49
places to go that were
rimarily for men
gtd Dev 1.38 1.46 1.11 1.46 1.35 1.47 1.32 1.44 1.16 1.38 1.61 1.79 1.44 1.43
Std Err 0.097 0.146 0.110 0.188 0.140 0.408 0.156 0.141 0.309 0.101 0.252 0.390 0.214 0.160
I hate to shop 3.41 3.61 3.21 3.47 3.36 3.07 3.41 3.42 3.67 3.40 3.28 3.09 2.60 3.44
Std Dev 1.69 1.59 1.78 1.62 1 1.80 1.69 1.67 1.75 1.59 1.71 1.64 1.60 1.66 1.65
Std Err 0.118 0.158 0.174 0.205 0.183 0.450 0.195 0.172 0.410 0.124 0.250 0.341 0.243 0.183
I have less leisure 4.32 4.17 4.46 4.62 4.34 4.14 4.54 4.22 4.13 4.36 4.49 4.14 4.02 4,23,
time than I used to .
Std Dev 1.53 1.54 1.51 1.36 1.48 1.51 1.41° 1.60 1.60 - 1.55 1.45 1.56 1.63 1.55
Std Err 0.107 0.155 0.148 0.174 0.152 ©0.404 0.168 0.158 0.413 0.113 0.227 0.340 0.240 0.175
I think companies 4.95 .98 4. S. 4.93  4.86 4.89 5.05 4.60 4.95 4.98 5.33 5.02 4.94
should take better care
of their loyal
customers
Std Dev 1.04 0.84 1.21 0.87 1.03 1.35 0.97 1.00 1.35 1.0 1.05 0.66 0.99 0.9
Std Err 0.073 0.084 0.118 0,112 0.106 0.361 ©0.113 0.099 0.349 0.077 0.162 0.144 0.144 0.101
I like loyalty [;l)rograms 4.18 4.02 4. 4. 4.36 4.43 3.93 4.31 4.20 4.19 4.26 4.18 4.53 4.16
like frequent flyer or '
frequent shopper
grograms
td Dev 1.48 .55 1.40 1.4 1.35 1.45 1.41 1.53 1.42 1.4 1.26 1.22 1.64 1.42
Std Err 0.104 0.156 0.137 0.188 0.139 0.388 0.166 0.152 0.368 0.107 0.191 0.260 0.239 0.159
Being the best at my 5.06 .87 5. 4. 5.06 5.14 4.94 5.12 5.20 5.07 4.95 4.82 4.89 4.87
job 1s extremely
important to me
Std Dev 1.08 1.19 0.9 1.0 1.10 ©0.86 0.95 1.21 0.94 1. 1.11 1.18 1.25 1.23
Std Err 0.076 0.120 0.0 0.133 0113 0.231 0.113 0.119 0.243 0.079 0.170 0.252 0.184 0.139
I prefer stores that 4.22 4.26 4. 4. 4.23 4,07 4.16 4.32 3.93 4.21 4.28 4.73 4.28 4.38
offer expert advice and
assistance
Std Dev 1.12 1.08 1.16 1.01 1.10 0.92 1.07 1.16 1.22 1.14 1.10 0.88 1.23 0.98
Std Err 0.078 0.108 0.113 0.128 0.112 0.245 0.125 0.115 0.316 0.083 0.167 0.188 0.179 0.109
I consider myself to be 3.24 3.16 3.32 3.18 3.43  3.50 3.03 3.32 3.47 3.21 3.53 3.64 4.00 3.33
very fashion conscious
Std Dev 1.52 1.47 1.57 1.39 1.54 1.45 1.37 1.63 1.55 1.53 1.53 1.56 1.52 1.46
Std Err 0.106 0.147 0.154 0.176 0.157 0.389 0.161 0.160 0.401 0.111 0.234 0.333 0.221 0.162
I enjoy taking risks 3.35 .37 3.33 3.42 3.31 4.00 3.26 3.33 3.27 3.34 3.49 3.55 3.60 3.43
Std Dev 1.35 1,27 1.43 1. 1.36 0.96 1.35 1.39 1.33 1.35 1.30 1.30 1.26 1.32
Std Err 0.094 0.126 0.140 0.1 0.138 0.257 0.159 0.137 0.345 0.098 0.198 0.277 0.184 0.147
I wish I knew more 3.50 3.63 3. 3.42 3.44 3.50 3.26 3.65 3.60 3.48 3.65 3.68 3.23 3.45
gbout %he products T
uy a lot
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CIGAR NON-SMOKER STUDY
Qla. On the scale below, please rate each of the following - Mean Summary

Base: Total answering

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY
MARTED DIVRCE/ HEAVY  SPEND EVER
$75K- MARIED  NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED

TOTAL  MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS
Std Dev 1.18 1.22 1.13 1.15 1.21 1.06 1.24 1.15 1.19 1.16 1.16 1.16 1.21 0.91 1.17 1.09 1.09 1.43 1.11
Std Err 0.082 0.122 0.110 0.092 0.224 0.135 0.145 0.184 0.114 0.119 ©.310 0.137 0.119 0.235 0.085 0.166 0.232 0.209 0.124
I like it when 4.65 4.51 4.79 4.65 4.83 4.68 4.57 4.62 4.57 4.75 4.21 4.66 4.63 5.20 4.69 4.67 5.05 4.68 4.59
companies or brands
that T am loyal to
recognize me for my
Joyalty
Std Dev 1,122 1.13 1.09 1.11 1,10 1,05 1.12 1.23 1.20 1.01 1.31 0.99 1.18 0.94 1.06 0.97 0.79 1.14 1.10
Std Err 0.078 0.112 0.107 0.083 0.205 0.134 0.131 0.197 0.115 0.103 0.350 0.116 0.116 0.243 0.077 0.148 0.167 0.167 0.123

I usually shop around 4.44 4.50 4.38 4.35 4.17  4.55 4.34 4.69 4.4 4.45 4.07 4.55 4.45 4.27 4.48 4.02 3.91 4.34 4.42

to find the best price

Std Dev 1.21 1.21 1.20 1.23 1.51 1.10 1.21 1.10 1.18 1.24 1.07 1.31 1.17 1.03 1.17 1.06 1.11 1.34 1.18

Std Err 0.084 0.121 0.118 0.098 0.281 0.139 0.140 0.177 0©0.113 0.126 0.286 0.154 0.115 0.267 0.085 0.161 0.236 0.195 0.131

I spend most of m{ free 4.68 4.60 4.75 4.70 4.72 4.97 4.46 4.55 4.68 4.67 3.36 5.18 4.65 3.67 4.65 4.14 3.95 4.53 4.41
y

time with my fami
Std Dev 1.29 1.30 1.29 1.34 1.33 1,12 1.45 1.13 1,25 1.35 1.08 1.10 1.25 1.23 1.31 1.3¢9 1.53 1.36 1.42
9 0.127 0.107 0.248 0.142 0.169 0.184 0.119 0.138 0.289 0.128 0.124 0.319 0.096 0.212 0.326 0.193 0.158

Std Err 0.0%0 0.12

Its worth it to pay a 4.62 4.43 4.81 4.62 4.90 4.71 4.47 4.54 4.60 4.65 4.71 4.56 4.64 4.67 4.64 4.60 4.68 4.98 4.60
little extra when a

store offers good

service
Std Dev 1.00 1.00 0.9 0.98 0.67 0.78 1.16 1.14 0.95 1.05 0.73 0.9 1.07 0.9 1.00 1.03 0.84 1.01 0,85
Std Err 0.070 0.100 0.094 0.078 0.125 0.099 0.135 0.183 0.091 0.107 0.194 0.112 0.106 0.232 0.073 0.157 0.179 0.147 0.094

I frequent;y entertain 3.21 3.06 3.37 3.17  3.21 3.32 3.07 3.33 3.10 3.3 4.14 3.21 3.10 3.20 3.20 3.47 3.64 3.85 3.16
uests at home

td Dev 1.47 1.46 1.46 1.48 1.32 1.62 1.40 1.49 1.50 1,43 1,23 1.55 1.38 1.61 1.47 1.47 1.33  1.44 1.53
Std Err 0.102 0.145 0.143 0.119 0.245 0.205 ©0.163 0.239 0.143 0.146 0.329 0.182 0.136 0.416 0.106 0.224 - 0.283 0.211 0.170

It's warth it to me to 4.60 4.50 4.69 4.60 4.48 4.82 4.50 4.50 4.57 4.63 5.14 4.52 4.55 4.80 4.62 4.60 4.77 4.83 4.62
spend extra for the
best quality

Std Dev 1.10 1.11 1.08 1.09 1.24 0.88 1.13 1.25 1.11 1.09 0.8 1.04 1.17 0.94 1,08 1.20 0.97 1.26 1.01
Std Err 0.077 0.111 0.106 0.087 0.231 0.112 0.131% 0.202 0.107 0.111 0.231 0.122 0.116 0.243 0.078 0.183 0.207 0.183 0.112
I believe it's more 2.08 2.04 2.13 1.98 1.86 1.%0 2.12 2.46 1.9 2.29 1.31 2.12 2.23 1.67 2.02 2.10 2.09 2.02 1.8

important for a wife to
help her husband’s
career than to have ane

herself

Std Dev 1.39 1.31 1.46 1.29 1.33 1.26 1.33 1.67 1.22 1.53 0.63 1.31 1.52 0.98 1.37 1.54 1.63 1.34 1.27
Std Err 0.097 0.130 0.144 0.103 0.247 0.160 0.156 0.267 0.118 0.156 0.175 0.154 0.150 ©0.252 0.100 0.238 0.348 0.196 0.141
I wish I had more 3.49 3.58 3.40 3.51 3.97 3.69 3.26 3.21 3.51 3.46 3.79 3.42 3.48 3.60 3.48 3.37 3.82 3.20 3.75
adventure in my life

Std Dev 1.28 1.26 1.30 1.27 1.40 1.00 1.36 1.34 1.26 1.32 1.37 1.14 1.41 0.99 1.31 1.25 1.30 1.33 1.20
Std Err 0.090 0.126 0.128 0.102 0.260 0.127 0.158 0.217 0.121 0.135 0.366 0.134 0.140 0.254 0.095 0.191 0.276 0.196 0.134

Making sure I look my 3.94 3.86 4.02 3.97 3.558 4.03 4.08 3.82 3.84 4.05 4.29 3.86 3.93 4.07 3.93 3.74 3.73 4.13 4.09
best at all times is

very important to me
Std Dev 1.37 1.41 1.34 1.30 1.70 1.10 1.30 1.62 1.45 1.28  1.27  1.25 1.48 1.33 1.37 1.29 1.39 1.35 1.44
std Err 0.096 0.141 0.131 ©0.104 0.316 0.140 0.151 0.259 0.139 0.131 0.339 0.146 0.146 0.345 0.099 0.197 0.296 0.19 0.160
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CIGAR NON-SMOKER STUDY

Qla. On the scale below, please rate each of the following - Mean Summary

Base: Total answering

TOTAL

GENDER AGE INCOME MARITAL STATUS

CATALOG INFO

$75K~ MARIED
MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS

MARIED DIVRCE/
SEP/ CATLOG SPEND
KIDS WIDOW SHOPRS CATLOG CAT

NO

HEAVY

HEAVY
SPEND
KEY

EVER
HEAVY  SMOKED
INDLGR CIGARS -

I wish I had more time 3.83
to spend with my

friends
Std Dev 1.30
Std Err 0.091

I can't afford all the 4.27
Jjuxuries of life

Std Dev 1.48
Std Err 0.103

I am more confident in 4.30
myself than most people

Std Dev 1.17
Std Err 0.082
i fre?uently treat 4.25
myself to some of

11fe s little luxuries

Std Dev 1.35
Std Err 0.094
I’'m not really 3.66

interested in
adventure, I prefer to
take it easy in my free
time

Std Dev 1.38

Std Err 0.096

I consider myself 4.36
gh]y successful

1.25

Std Err 0.087

I like to go to the 3.09
most popular
restaurants and bars

Std Dev 1.41
Std Err 0.099
I like to go to the 3.32
latest movies

Std Dev 1.66
Std Err 0.116

I like to discover new 4.54
and different places to

o
td Dev 1.20
Std Err 0.084

I'm much more 3.74
adventurous than most

geop1e I know

td Dev 1.42

3.77 3.89 3.85 4.07 3.95 3.69 3.68 3.80 3.87 4.21 3.75
1.24 1.36 1.24 1.49 1.09 1.28 1.47 1,29 1.32. 1.12 1.24
0.125 0.133 0.100 0.276 ©0.139 0.149 0.242 0.124 0.136 0.300 0.146
4,21 4.33 4.29 4.68 4.40 4.15 3.95 4.69 3.80 4.36 4.44

1.44 1.52 1.46 1.09 1.26 1.68 1.57 1.23  1.59 1.15 1.41
0.143 0.149 0.118 0.206 ©0.160 0.195 0.252 0.118 0.163 0.308 0.167

4.30 4.30 4.35 4.34 4.27 4.40 4.13 4.26 4.35 4.36 4.43

1.13 1.21 1.19 1.08 1.19 1.22 1.13 1.24 1.09 1.15 1.17
0.113 0,118 0.096 ©0.200 0.151 0.143 0.181 0.118 0.112 0.308 0.138

4.16 4.33 4.19 3.83 4.03 4.46 4.45 3.97 4.5 4.21 3.95
1.23 1.46 1,37 1,67 1.31 1.31 1.13 1.38  1.26 1.42 1.41
0.123 0.143 0.110 0.310 0.166 0.152 0.184 0.133 0.128 0.381 0.165
3.51  3.80 3.67 3.17 3.84 3.68 3.77 3.75 3.55 3.21 3.71

1.38 1.36 1.36 1,51 1,28 1.31 1.44 1.40 1.35 1.25 1.46
0.138 ©0.133 0.109 0.281 0.163 0.153 0.231 0.134 0.138 0.334 0.171

4,49 4.23 4.28 4.07 4.25 4.32 4.82 3.97 4.80 4.43 4.13

1.22 1.26 1.30 1.44 1.18 1.3 0.88 1.31 1.01 1.09 1.38
0.i22 0.124 0.104 0.267 0.151 0.156 0.142 0.125 0.103 0.291 O. 163

3,22 2.96 3.01 3.03 3.05 3.00 3.33 2.87 3.33  3.43 2.89
1.38 1.43 1.39 1.66 1.32 1.40 1.40 1.490  1.39 1.22 1.41
0.138 0.141 0.111 0.308 0.168 0.163 0.224 0.134 0.142 0.327 0.165
3.40  3.24 3.26 3.79 3.08 3.24 3.54 3.36  3.27 3.79 3.05

1.70 1.63 1.64 1.57  1.75 1.56 1.71 1.72 1.60 1.81 1.62
0.169 0.160 0.132 0.291 0.222 ©0.181 0.275 0.165 0.163 0.482 0.190

4.51 4.57 4.48 4.55 4.56 4.38 4.74 4.49 4.60 4.79 4.47
1.15 1.24 1.23 1.21 1.03 1.3t 1.21  1.29 1.09 0.97 1.17
0.115 0.122 ©0.097 0©.225 0.131 0.153 0.193 0.123 0.111 0.261 0.137
3,99 3.49 3.67 3.69 3.50 3.82 3.97 3.52 3.98 4.14 3.64

1.27 1.53 1.44 1,37 1.32 1.54 1.42 1.50 1.30 1 iO 1.50

Std Err 0.699 0.126 0.150 0.115 0.254 ©0.167 0.179 0.228 0.144 0.132 0.294 0.176
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3.78
1.40
0.139
4.16

1.54
0.152

4.22

1.18
0.116

4.37

1.31
0.130
3.71

1.37
0.135
4.50

1.16
0.115

1.43
0.141
3.37

1.65
0.163

4.53
1.20
0.119
3.74

1.42
0.140

1,01
0.262
4.13
1.64
0.424
4.13

1,13
0.291

4.87

0.9
0.236
3.47

1.13
0.291
4.47

1.19
0.307

3.60

1.40
0.363
3.80

1.70
0.439

4.73
1.53
0.396
3.80

1.37
0.355

3.86
1.30
0.095
4.31

1.48
0.108

4.28
1.19
0.086
4.23
1.38
0.101
3.68

1.38
0.100

4.34
1.26
0.091
3.05

1.42
0.103
3.29

1.66
0.121

4.52
1.20
0.087

i

1.43
0.104

4.05
1.27
0.194
3.86

1.66
0.253

4.26

1.17
0.181

4.58
1.35
0.206
3.77

1.34
0.205
4.93
1.05
0.161
3.28
1.30
0.198
3.26
1.60
0.245
4.40

1.16
0.177
3.84

1.40
0.213

4.14

1.7
0.249
3.73

1.49
0.317

3.95

1.32
0.288

4.68

1.39
0.297
3.50

1.26
0.269

4,90

1.18
0.257

3.55

1.37
0.292
3.27

1.61
0.343

4.45
0.96
0.205

1.25
0.266

1.32
0.194

3.62

1.64
0.238

4.65

1.06
0.156

5.04
1.09
0.161
3.53

1.43
0.208

4.94
1.01
0.147
3.81

1.24
0.182
3.87

1.865
0.241

1.22
0.178

1.36
0.198

1.19
0.134

4.33

1.52
0.169

4.47

0.93
0.104

1.18
0.131

1.30
0.144
4.59
1.13
0.125
3.27
1.36
0.151
3.33

1.65
0.183
1.01
0.112

3.9

1.32
0.146
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CIGAR NON-SMOKER STUDY

Qla. On the scale below, please rate each of the following — Mean Summary
Base: Total answering
GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY
MARITED DIVRCE/ HEAVY SPEND EVER
$75K- MARIED NO SEP/ CATLOG SPEND KEY HEAVY SMOKED
TOTAL MEN WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT INDLGR CIGARS
Ifmhextr?mgly happy 4.82 4.63 5.00 4.83 4.72 4.85 4.81 4.85 4.78 4.86 4.64 4.99 4.74 4.73 4.82 4.86 4.77 5.15 4.86
with my life
Std Dev 1.09 1.22 0.92 1.06 1.31 1.13 0.96 1.16 1.06 1.14 1.15 1.12 1.07 1.10 1.11 1.06 1.27 0.83 1.08
Std Err 0.076 0.122 0.091 0.085 0.243 0.143 0.112 0.186 0.101 0.116 0.308 0.132 0.105 ©0.284 0.081 0.162 0.271 0.122 0.120
I like it when 4.16 3.99 4.32 4.10 4.14 4.08 4.16 4.28 4.13 4.19 3.64 4.11 4.25 4.20 4.20 4.12 4.23 4.23 3.89
companies send me
information about their
roducts
td Dev 1.16 1.19 1.11 1.17 1.19 1.33 1.01 1.15 1.24 1.06 1.34 1.14 1.14 1.15 1.14 1.22 1.07 1.24 1.18
Std Err 0.081 0.118 0.109 0.094 0.220 0.i69 0.117 0.183 0.119 0.108 0.357 0.133 0.113 0.296 0.083 0.186 0.227 0.180 0.131
T have difficulty 3.29 3.25 3.33 3.30 3.38 3.37 3.18 3.23 3.20 3.39 3.64 3.36 3.18 3.33 3.26 3.60 3.76 3.41 3.26
;ugglin work and
amily demands
Std Dev 1.46 1.41 1.51 1.40 1.59 1.30 1.42 1.66 1.42 1.50 1.50 1.49 1.43 1.54 1.47 1.42 1.45 1.67 1.38
Std Err 0.102 0.141 0.148 0.112 0.295 0.165 0.166 0.266 0.136 0.154 0.401 0.175 0.141 0.398 0.107 0.218 0.316 0.246 0.154
I have 30 }nterest in 3.03 3.16 2.90 2.94 2.90 3.11 2.81 3.41 3.05 3.01 3.50 3.21 2.85 2.93 2.96 2.91 2.91 3.04 3.06
any kind o
communication or
dialogue with
manufacturers of
products I buy
Std Dev 1.34 1.49 1.16 1.29 1.08 1.40 1.27 1.48 1.35 1.33 1.29 1.36 1.29 1.44 1.30 1.32 1.41 1.25 1.33
Std Err 0.093 0.148 0.114 0.103 0.201 0.178 0.147 0.237 0.129 0.135 0.344 0.160 0.128 0.371 0.094 0.202 0.301 0.182 0.147
Once I find a brand 4.33 4.48 4.19 4.22 4.62 4.35 4.00 4.72 4.32 4.34 4.29 4.53 4.19 4.33 4.32 4.07 4.09 4.21 4.27
that_satisfies me, I
usually don't
experiment with new
ones
Std Dev 1.13 1.03 1.21 1.14 0.86 1.07 1.24 1.02 1.13 1.13 0.91 1.07 1.21 0.98 1.14 1.22 1.23 1.23 1.10
std Err 0.078 0.102 0.118 0.092 0.160 0.136 0.144 0.164 0.108 0.115 0.244 0.125 0.119 0.252 0.083 0.186 0.262 0.180 0.122
All these marketing 4.11  4.27 3.96 4.07 3.93 4.00 4.13 4.41 4.21 4.00 4.36 4.13 4.12 3.8 4.10 4.10 4.27 3.96 4.11
plo¥s by companies such
as frequent shopper or
purchaser programs are
just ways of Trying to
manipulate consumers
Std Dev 1.31 1.29 1.31 1.32 1.16 1.32 1.38 1.27 1.24 1.38 0.63 1.31 1.42 1.01 1.29 1.27 1.12 1.32 1.33
Std Err 0.092 0.129 0.130 0.107 0.216 0.169 0.163 0.204 0.120 0.141 0.169 0.154 0.141 0.262 0.095 0.195 0.239 0.192 0.149
My work requires me ta 3.88 4.02 3.74 4.01 4.31 4.03 3.86 3.31 3.64 4.15 4.21 4.01 3.70 4.13 3.86 4.07 4.14 4.02 3.98
wark long hours
Std Dev 1.71 1.64 1.77 1.61 1.69 1.53 1.73 1.88 1.74 1.64 1.53 1.63 1.76 1.88 1.72 1.70 1.61 1.80 1.72
Std Err 0.119 0.163 0.174 0.129 0.314 0.194 0.201 0.301 0.167 0.168 0.408 0.191 0.174 0.487 0.125 0.259 0.344 0.263 0.192
My bhome is my pride and 4.52 4.44 4.60 4.48 4.38 4.48 4.48 4.72 4.44 4.61 4.43 4.35 4.64 4.60 4.51 4.35 4.27 4.60 4.40
oy .
td Dev 1.02 0.97 1.07 1.00 1.12 0.95 1.03 1.02 1.10 0.91 1.09 1.15 0.93 0.83 1.01 1.00 0.88 0.90 0.96
std Err 0.071 0.096 0.105 0.080 0.207 0.121 0.119 0.164 0.105 0.093 0.291 0.134 0.091 0.214 0.073 0.152 0.i88 0.131 0.106
I don’t mind sharing 4.82 4.79 4.85 4.76 4.79 4.82 4.76 4.95 4.81 4.83 4.21 4.73 4.96 4.87 4.82 4.65 4.68 4.85 4.89

infarmation with
companies if it will
result in improved
roducts or services
FO #37102-010101
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CIGAR NON-SMOKER STUDY

Qla. On the scale below, please rate each of the following - Mean Summary

Base: Total answering

GENDER AGE INCOME

MARITAL STATUS

CATALOG INFO

$75K~ : MARIED
MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS

MARIED DgVRCE/

NG

EP
KIDS WIDOW

HEAVY

CATLOG SPEND
SHOPRS CATLOG CAT

HEAVY
SPEND
KEY

HEAVY SMOKED
INDLGR CIGARS

EVER

TOTAL
Std Dev 1.02
Std Err 0.071

1 believe that when you 3.65
are shopping_ for an

item it is always

better to go to a store

that specializes in

that one kind of item

Std Dev 1.25
std Err 0.087
Relationships with 3.57

manufacturers of

products I buy a lot of

are important to me

Std Dev 1.31
Std Err 0.092

Shopping by catalog is 3.26
too expensive to do

regu]ar]y
Std Dev 1.48
Std Err 0.103
I love to shop for 4.42
products_that
Eersona]]y interest me

td Dev 1.21
Std Err 0.084

T take time out to make 4.07
the most of everyday

special occasions

Std Dev 1.18
Std Err 0.082
I enjoy spending money 4.45
on m% ome

ev

Std 1.14
Std Err 0.080
Relationships are 5.26
important to me

Std Dev 0.98
Std Err 0.068
Privacy is a big 4.84
concern of mine

Std Dev 1.10
std Err 0.077
My lifestyle is hectic 4.12
Std Dev 1.45
std Err 0.101
I love catalogs 3.86
Std Dev 1.58
Std Err 06.110

NFO #37102-010101

CONFIDENTIAL:
UNDER PROTECTIVE ORDER

CAM 000871

1.06 ©0.98 1.01 1.05 0.9% 1.06 1.10 1.03 1.01  1.42 0.91
0.105 0.096 0.081 0.195 0.116 0.123 0.176 0.098 ¢.103 0.381 0.106

3.88 3.42 3.61 3.38 3.79 3.52 3.85 3.44 3.90 3.57 3.55

1.19 1.28 1.25 1.52 1.9 1.33 1.11 1.24 1.24 1.16 1.25
0.i18 0.126 0.100 ©0.283 0.138 0.153 0.178 0.118 0.126 0.309 0.145

3.72  3.43 3,59 3.59 3.69 3.52 3.44 3.53 3.62 3.36 3.56

1.33  1.29 1.33 1,32 1.31 1.36 1.2§ 1.32  1.31  1.55 1.30
0,133 0.127 0.107 0.246 0.167 0.159 0.201 0.127 0.134 0.414 0.152
3.36 3.16 3.14 3.72 3.19 2.97 3.62 3.38 3.13 3.00 3.35
1.45 1.51 1.43 1.33 1.40 1.46 1.63 1.50 1.45 1.36 1.48
0,143 0.148 0.114 0.248 0.178 0.169 0.261 0.143 0.148 0.363 0.171
4.36 4.47 4.43 4.90 4.23 4.48 4.23 4.34 4,51 4.93 4.31
1.16 1.26 1.22 1,01 1.32 1.13  1.25 1.27 1.14 1.4 1.24
0,115 0.124 0.097 0.188 0.168 0.131 0.199 0.121 0.117 0.305 0.144
3.93 4.21 4.05 4.00 4.06 4.01 4.23 3,93 4.24 4.29 4.09
1.17 1.17 1.16  1.46 1.14 1.07  1.22 1.24 1.08 1.49 1.23
0.i16 0.115 0.093 0.272 0.145 0.124 0.196 0.118 0.111 0.398 0.143
4.27 4.63 4.38 4.72 4.32 4.36 4.62 4.39 4.53 4.43 4.36

1.05 1.20 1.14 0.92 1.14 1.19 1.18 1.18 1.09 1.22 1.13
0.104 ©0.i18 0.0691 0.171 0.145 0.138 0.190 0.113 0.112 0.327 0.131

5.00 5.51 5.30 5.55 5.35 5.19 5.03 5.28 5.23 5.50 5.31
1.11  0.75 0.98 0.63 0.81 1.15 1.04 1.00 0.96 1.16 0.96
0.i10 ©0.074 0.078 0.117 0.103 0.132 0.166 0.095 0.098 0.310 0.112
4.74 4.94 4.82 4.93 4.79 4.78 4.9 4.80 4.89 5.14 4.72

1.12  1.07 1.13 1.33 1.16 1.00 1.01 1.22 0.94 0.9 1.26
0. 111 0.106 0.090 0.248 0.147 0.116 0.164 0.117 0.096 0.254 0.146

3.95 4.29 4.20 4.41 .36 4.00 3.79 3.94 4.33  4.57 4.38
1.44 1.44 1.37 1.57 .25 1.38 1.72 1.55 1.30  1.22 1.36
0.143 0.142 0.109 ©0.292 0.160 ©0.159 0.275 0.148 0.133 0.327 0.159

3.32 4.39 3.88 3.69 4.19 3.72 3.69 3.68 4.07 4.21 3.78

150 1.48 1.57 1.61 1.41 1.66 1.62 1.54 1.60 1.05 1.64
0.148 ©0.146 0.125 0.298 0.179 0.191 0.260 0.147 0.164 0.281 0.191
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[N

1.00
0.098

3.81

1,29
0.127
3.58

1.29
0.127
3.20
1.49
0.147
4.41
1.22
0.120
3.99
1.12
0.110
4.48

1.18
0.116

5.13

1.00
0.098

4.92
0?632
3.83
0.150
3.87

1.63
0.160

1.06

0.274
13

3.

0.99
0.256
3.80

1.05
0.270

4.73

0.88
0.228

5.67
0.4

0.1

2

9
6

4.67

o?éig
4.40
0.321
3.87

1.
0.3

7

6
6

1.03
0.074

3.63

1.26
0.091

3.59

1.32
0.096

3.19
1.47
0.106
4.42

1.21
0.088

1.17
0.085

4.49

1.14
0.083

5.25
0.99
0.072
4.85

1.11
0.081

4.09
0.105
3.98
1.54
0.112

1.15
0.176

3.58

1.30
0.193

3.56

1.22
0.186

2.53

1.42
0.217
4.63
1.00
0.153
4.00
1.15
0.176
4.45

1.15
0.178

5.14
1.06
0.162
4.88

1.07
0.164

4.47
0.183
4.72
126
0.192

0.89
0.191

3.95

1.25
0.267

4.09

1.02
0.217
2.59

1.40
0.299
4.82

0.85
0.182
3.95
1.21
0.259
4.43

1.16
0.254

5.05
1.13
0.242
4.91
1.31
0.278
4.27

.16
0.248

ey

1.43
0.305

0.98
3

0.14
3.7

1.3
0.19

3.6

1.3
0.20

9

2
2
5

9
4

2.98

1,5
0.22

4.8

1.0
0.15

2
2

1

6
4

.26

1.01

0.14
4.7
0.9

0.14
5.2

0.8
0.12

4.7
1.1
0.17
4.3

1.5
0.21

4.0
1.6
0.23

7
2
3
6

5
3

6

8
4

6
0
8
6

3
8

0.95
0.105

3.86

1.15
0.128

3.63

1.26
0.140

1.45
0.161

4.43

1.23
0.137
3.94
1.09
0.121
4.19

1.06
0.118

$.17

1.00
0.111

4.86
0.98
0.109
1.40
0.156
3.72

.45
0.161

Y
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CIGAR NON-SMOKER STUDY

Qla. On the scale below, please rate each of the following - Mean Summary

Base: Total answering

TOTAL

GENDER AGE INCOME

MARITAL STATUS

CATALOG INFO

$75K~ MARIED
MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.5K $100K+ SINGLE KIDS

MARIED DIVRCE/
SEP/ CATLOG SPEND
KIDS WIDOW SHOPRS CATLOG CAT

NO

HEAVY

HEAVY
SPEND
KEY

EVER
HEAVY  SMOKED
INDLGR CIGARS

Being a_good parent is 5.69
extremely important to

me

Std Dev 0.84
Std Err 0.069

I am comfortable being 4.95
separate from the crowd

Std Dev 1.01
Std Err 0.071
Having close family 5.17

relationships is
critical to happiness

Std Dev 1.08
Std Err 0.076
I am completely 3.53

satisfied with my

ghys1ca] appearance
td Dev 1.32
Std Err 0.093

When I shop, I like to 4.65
get in and get out as
uickly as possible

td Dev 1.41
Std Err 0.099
I like when I get 4.08

offers for products or
services through the

mail

Std Dev 1.39
Std Err 0.098
1 approach each day 4.81
optimistically

Std Dev 1.08
Std Err 0.076
I lead a healthy 4.35
lifestyle

Std Dev 1.13
Std Err 0.079

I wish I were able to 2.87
spend more time with my
male friends

Std Dev 1.47
Std Err 0.104
When I shop, I'm 4.30
extremely focused

Std Dev 1.20
Std Err 0.084
I do not 1ike 5.27

ﬁretentious eople
F0 #37102-010101

CONFIDENTIAL:
UNDER PROTECTIVE ORDER

CAM 000872

5.61 5.77 5.67 5.%4 5.78 5.53 5.70 5.70 5.68 4.00 5.78
0.90 0.727 0.90 0.24 0.67 1.12 0.65 0,806 0.82 2.8 0.73
0.104 0.09% 0.085 0.056 0.100 0.151 0.119 0.098 0.098 2.000 0.084
4.88 5.02 4.94 5.00 4.89 4.94 5.03 4.95 4.95 4.8 4.78

1.14 0.8 1.06 0.9 0.9 1.16 0.82 1.02 0.99 0.9 1.17
0.114 0.085 0.085 0.179 0.122 0.137 0.133 0.099 0.102 0.254 0.136

5.14 5.19 5.12 5.34 5.35 4.88 5.26 5.06 5.29 5.14 5.41
1.10 1.07 1.13 1.01 0.77 1.34 0.94 1.12 1.03 0.95 0.95
0.110 0.105 0.091 0.188 0.098 0.158 0.150 0.108 0.106 0.254 0.110
3.70 3.37 3.50 3.55 3.48 3.57 3.49 3.49 3,58 3.50 3.50
1.34  1.29 1,27 1.62 1,11 1.33 1,43 1.32 1.33 1.29 1.34
0.134 0.127 0.103 0.300 0.141 0.157 0.229 0.127 0.137 0.344 0.155
4.84 4.47 4.58 4.55 4.68 4.46 5.08 4.71 4.57 4.93 4.71
1.27 1.51 1.41 1.33 1.29 1.56 1.29 1.30 1.53 1.21 1.36
0.129 0.149 0.114 0.246 0.164 0.186 0.206 0.126 0.158 0.322 0.159
371 4.45 4.07 4.03 4,00 4.21 3.97 4.02 4.16 4.07 3.82

1.45 1.23 1,38 1.38 1.36 1.38 1.48 1.43 1.34 1.73 1.40
0.146 0.121 0.111 0.255 0.172 0.164 0.237 0.138 0.138 0.462 0.164

4.62 4.99 4.81 5.00 4.71 4.83 4.77 4.73 4.89 4.71 4.69
1.18 0.94 1.10 0.85 1.12 1.13 1.11  1.15 0.99 0.99 1.22
0.118 0.093 0.088 0.157 0.142 0.133 0.178 0.111 0.102 0.266 0.141
4.23 4.47 4.27 4.48 4.06 4.43 4.56 4.30 4.41 4.84 4.15

1.15 1,09 1.13 1.09 1.19 1.11 1.05 1.19 1.06 0.93 1.33
0.115 0.108 0.091 0.202 0.151 0.131 0.168 0.114 0.108 0.248 0.155

3.32 2.43 2.93 3,34 2.89 2.80 2.55 2.79 2.97 3.36 2.62
1.41 1.39 1.40 1.76 1.28 1.39 1,54 1.49 1.44 1.55 1.48
0.141 0.13%9 0.114 0.326 0.163 0.167 0.249 0.145 0.149 0.414 0.173
4.45 4.15 4.22 4.10 4.23 4.31 4.54 4.14 4.47 4.14 4.08

1.18 1.21 1.16 1.32 1.14 1.18 1.25 1.20 1.17  0.95 1.22
0.118 0.119 0.094 0.245 0.144 0.139 0.201 0.116 0.121 0.254 0.142

5.30 5.23 5.26 5.15 5.15 5.43 5.33 5.25 5.29 5.14 5.20

NFO Research Inc.

5.62
0.88
0.109
5.09
0.88
0.089
5.04

1.10
0.110
3.57

3
0.133
4.57

1.46
0.147

1.37
0.137

4.84
1.01
0.101
4.48

1.01
0.101

2.87
1.44
0.146
4.44

1.21
0.121

5.86
0,38
0.143
4.93
0.88
0.228
4.87

1.51
0.3389
3.47

1.41
0.363
4.60

1.59
0.412
4.13
0.99
0.256
5.27
0.80
0.206
4.20

0.77
0.200

3.73
1.16
0.300
4.53

1.13
0.291

5.

0.
0.0
4,

1.
0.0

5.

72
81
70
95

o1
74

15

1.10
0.080

3.

49

1.31
0.096

4.

1.

66

10

0.103

4.

17

1.34
0.098

4.

80

1.08
0.079

4.
1

34
12

0.082

2.

1.

90

47

*0.108

4.

30

1.17
0.086

5.

27

5.55
0.99
0.183
5.05

0.82
0.141

1.38
0.211
3.47

1.39
0.211
4.67
1.30
0.201
4.37

1.33
0.202

4.95

0.82
0.124

4.51

1.03
0.157

3.23
1.43
0.218
4.44

1.08
0.164

5.27
1.22
0.316
4.91
1.06
0.227
4.68

.1.55
0.332
3.18

1.65
0.352
4.81
1.21
0.264
4.45

1.10
0.235
5.08

0.84
0.180

4.50

1.19
0.253

3.59
1.65
0.352
4.55

1.10
0.235

5.

0.
0.1

4.

1.0

0.1

1.
0.1
3.

63
91
54
94

5
53

.21

14
66
66

3

1.32
0.193

4.
1.
0.2
4.

1.
0.2

5.

17
68
47
28

33
03

19

0.80
0.116

4.
0

49
93

0.136

2.

1.

79

35

0.197

4.
1.

51
14

0.166

5.

0.88
0.112

5.04

1.02
0.113

1.00
0.111

1.30
0.145

1.34
0.149

1.44
0.161

4.88

0.91
0,102

4.33

0.99
0.110

3.21
1.34
0.150
4.44

1.11
0.123
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CIGAR NON-SMOKER STUDY

Qla. On the scale below, please rate each of the following - Mean Summary

Base: Total answering

GENDER AGE INCOME

MARITAL STATUS

CATALOG INFO

MARTED DIXRCE/

HEAVY
HEAVY SPEND

EVER

$75K~ MARIED NO SEP/  CATLOG SPEND KEY HEAVY SMOKED
TOTAL MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS
Std Dev 1.01 0.83 1.17 0.98 1.12 1.01 0.84 1.08 1.03 1.00 1.03 0.97 0.9 1.41 1.02 1.15 0.81 1.25 0.80
Std Err 0.072 0.083 ©0.117 0.080 0.220 0.128 0.101 0.174 0.100 0.103 0.275 0.116 0.098 0.363 0.075 0.178 0.177 0.184 0.089
It’s a daily cha1]en%e 3.85 3.87 3.83 3.98 4.00 4.13 3.77 3.38 3.77 3.94 3.86 4.03 3.73 3.73 3.84 4.00 3.95 3.83 3.90
for me to find time for
both work and my
ersonal life
td Dev 1.54 1.52 1.57 1.48 1.85 1.30 1.52 1.62 1.54 1.54 1.35 1.58 1.53 1.62 1.53 1.41 1.59 1.71 1.52
Std Err 0.108 ©0.152 ©0.155 0.120 0.344 0.165 0.181 0.259 0.149 0.158 0.361 0.185 0.153 0.419 0.112 0.216 0.339 0.250 0.170
I have a better sense 4.48 4.54 4.42 4.50 4.38 4.56 4.47 4.4} 4.39 4.58 4.64 4.35 4.48 4.93 4.45 4.63 4.86 4.85 4.73
of humor than most
people
Std Dev 1.13 1.09 1.18 1.14 1.21 1.13 1.16 1.07 1.19 1.06 0.74 1.25 1.11 0.80 1.15 0.93 0.8 0.86 0.99
std Err 0,079 0.108 0.116 0.092 0.224 0.143 0.137 0.171 0.115 0.109 0.199 0.146 0.111 0.206 0.084 0.141 0.190 0.125 0.110
Compared to most people 3.72 3.89 3.56 3.70 3.45 3.68 3.79 3.85 3.65 3.81 4.07 3.49 3.76 4.33 3.73 3.95 4.14 4.40 4.02
I know, I tend to
indulge myself more in
some of the finer
things in life
Std Dev 1.35 1.26 1.42 1.36 1.48 1.30 1.33 1.39 1.33 1.38 1.49 1.39 1.33 0.98 1.37 1.43 1.64 1.2 1.22
Std Err 0.095 0.126 0.140 0.109 0.274 0.165 0.157 0.222 0.128 0.141 0.399 0.161 0.133 0.252 0.100 0.218 0.350 0.179 0.136
Achieving balance 4.74 4.74 4.74  4.84 4.41 4.90 4.90 4.39 4.73 4.75 4.93 4.67 4.70 5.13 4.76 4.65 4.50 5.06 4.79
between work, family
and social 1ife is
critical to my .
definition of success
Std Dev 1.30 1.29 1.30 1.21 1.59 0.95 1.31 1.44 1.24 1.36 1.27 1.35 1.28 1.13 1.29 1.36 1.57 1.21 1.17
Std Err 0.091 0.129 0.129 0.098 0.296 0.121 0.155 0.234 0.120 ©0.140 0.339 0.159 0.128 0.291 0.094 0.208 0.334 0.176 0.130
It's important to me to 4.42 4.43 4.41 4.42 4.38 4.48 4.38 4.44 4.43 4.41 4.07 4.28 4.55 4.53 4.45 4.60 4.86 4.57 4.27
be recognized as a
valued Customer by
companies or
manufacturers I am
loyal to
Std Dev 1.24 1.22 1.26 1.18 1.42 1.08 1.24 1.37 1.25 1.22 1.14 1.32 1.19 1.19 1.19 1.07 0.77 1.26 1.26
Std Err 0.087 0.122 0.124 0.095 0.265 0.137 0.146 0.220 .0.121 0.126 0.305 0.153 0.119 0.307 0.087 0.164 0.165 0.184 0.139
I like shopping online 2.16 2.26 2.06 2.19 2.31 2.20 2.17 1.97 2.09 2.23 2.00 2,08 2.16 2.60 2.22 2.74 3.24 2.19 2.27
Std Dev 1.40 1.47 1.34 1.36 1.42 1.39 1.37 1.52 1.38 1.44 1.11 1.44 1.42 1.40 1.43 1.50 1.55 1.42 1.43
Std Err 0,160 0.148 0.133 0.111 0.263 0.178 0.164 0.246 0.134 0.149 0.29% 0.169 0.144 0.363 0.105 0.231 0.337 0.208 0.161
I prefer catalog 2.99 2.78 3.19- 3.05 2.90 3.18 2.93 2.79 2.90 3.10 3.21 2.93 3.01 2.93 3.12 4.05 4.23 2.83 2.89
shopping vs. going to a
store
Std Dev 1.54 1.40 1.65 1.49 1.52 1.49 1.51 1.67 1.53 1.56 1.48 1.49 1.60 1.53 1.52 1.27 1.11 1.26 1.51
Std Err 0.109 0.141 0.162 0.121 0.282 0.189 0.179 0.268 0.147 0.161 0.395 0.175 0.160 0.396 0.111 0.194 0.237 0.183 0.169
I spend ﬁost of my free 4.36 4.44 4.27 4.31 4.38 4.52 4.13 4.54 4.39 4.33 3.57 4.59 4.33 4.13 4.37 4.35 4.23 4.04 4,31
time at home
Std Dev 1.36 1.26 1.45 1.34 1.50 1.13 1.48 1.33 1.37 1.36 1.02 1.23 1.39 1.77 1.38 1.27 1.27 1.43 1.42
Std Err 0.096 0.127 0.144 0.109 0.278 0.145 0.176 0.214 0.133 0.139 0.272 0.144 0©0.140 0.456 0.101 0.194 0.271 0.208 0.158
Having a strong 5.72 5.58 5.86 5.73 5.74 5.85 5.65 5.62 5.70 5.74 6.00 5.71 5.72 5.80 5.74 5.40 5.28 5.68 5.70

relationship with my
spouse is extremely
important to me
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¥.8000 WVO

CIGAR NON-SMOKER STUDY
Qla. On the scale below, please rate each of the following - Mean Summary

Base: Total answering

GENDER AGE INCOME MARITAL STATUS CATALOG INFO

HEAVY
MARIED DIVRCE/ HEAVY SPEND EVER
375K~ MARIED NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL  MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS

Std Dev 0.76 0.%94 0.47 0.77 0.73 0.53 0.92 0.74 0.78 0.74 0.00 ©0.93 0.63 0.45 0.74 1.01 1.18 0.84 0.78
Std Err 0.058 0.100 0.051 0.067 0.168 0.072 0.113 0.127 0.081 0.083 0.000 0.109 0.065 0.200 0.058 0.170 0.278 0.137 0.095

I Tike being rewarded 4.80 4.71 4.90 4.90 4.68 5.10 4.77 4.49 4.77 4.85 4.86 4.85 4.77 4.80 4.85 4.84 5.05 4.85 4.53
by companies for ay

loyalty
Std Dev 1.17 1.19 1.16 1.09 1.39 0.98 1.11  1.35 1.27 1.05 0.86 1.21  1.20 1.15 1.13 1.11 0.79 1.09 1.23
Std Err 0.083 0.118 0.116 0.088 0.263 0.125 0.130 0.221 0.123 0.109 0.231 0.142 0.121 0.296 0.083 0.169 0.167 0.161 0.136

I prefer stores that 4.44 4.42 4.46 4.48 4.69 4.81 4.15 4.21 4.52 4.35 4.57 4.77 4.25 4.00 4.46 4.35 4.27 4.04 4.37
offer the Towest prices

Std Dev 1.32 1.29 1.35 1.32 1.07 1.11 1.47 1.36 1.29 1.35 1.02 1.29 1.32 1.46 1.31 1.27 1.39 1.43 1.28
Std Err 0.092 0.128 0.133 0.105 0.199 0.141 0.169 0.220 0.123 0.139 0.272 0.150 0.130 0.378 0.095 0.194 0.296 0.211 0.142
I ra{e]y buy things on 3.82 3.92 3.71 3.83 3.55 3.65 4.01 3.89 3.81 3.83 3.36 3.74 4.06 3.00 3.84 3.67 3.50 3.80 3.68
inpulse
Stg Dev 1.51 1.55 1.47 1.51 1.38 1.55 1.52 1.52 1.50 1.53 1.50 1.60 1.42 1.36 1.49 1.59 1.63 1.50 1.54
Std Err 0.106 0.153 0.146 0.121 0.256 0.197 0.177 0.250 0.144 0.158 0.401 0.186 0.142 0.352 0.108 0.245 0.347 0.221 0.171
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Q1lb. On the scale below, please

Base: Total Answering

CIGAR NON-SMOKER STUDY

rate each of the following ~ Top Box Summary

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY
MARIED DIVRCE/ HEAVY SPEND EVER
$75K- MARIED  NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL  MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS
I love the aroma of 3 1 2 2 1 0 1 1 1 2 1 0 1 1 3 1 1 2 1
cigars 1.5% 1.0% 1.9% 1.3% 3.4% 0.0% 1.4% 2.6% 0.9% 2.1% 7.1% 0.0% 1.0% 6.7% 1.6% 2.3% 4.5% 4.3% 1.2%
J100% 33.3% 66.7% 66.7% 33.3% 0.0% 33.3% 33.3% 33.3% 66.7% 33.3% 0.0% 33.3% 33.3% 100.0% 33.3%¥ 33.3% 66.7% 33.3%
People smoke cigars 53 33 20 35 4 16 18 15 25 28 2 16 33 2 49 8 ] 12 22
primarily because they 26.1¥ 32.7% 19.6% 22°4% 14.3% 25.8% 24.3% 39.5% 23.1% 29.5% 14.3% 22.5% 32.0% 13.3% 25.9% 18.6% 22.7% 25.5% 27.2%
th1gk it's a cool thing 100% 62.3% 137.7% 66.0% 7.5% 30.2% 34.0% 28.3% 47.2% 52.8% 3.8% 30.2% 62.3% 3.8% 92.5% 15.1% 9.4% 22.6% 41.5%
to do
Peopie who smoke cigars 1 0 1 1 0 1 0 0 0 1 0 0 1 0 1 0 0 0 0
are mere confident in 0.5% 0.0% 1.0 0.6% 0.0% 1.6% 0.0% 0.0% 0.0% 1.1% 0.0% 0.0% 1.0 0.0 0.5 00% 0.0% 0.0¢% 0.0%
theEselves than non- 100% ©.0% 100.0% 100.0% 0.0% 100.0% 0.0% 0.0% 0.0% 100.0% 0.0% 0.0% 100.0% 0.0% 100.0% 0.0% 0.0% 0.0% 0.0%
smokers
I don’t mind when people 15 9 6 12 3 S 4 3 10 S 1 6 6 2 13 1 1 7 11
smoke cigars near me 7.4% 8.9% 5.8% 7.7% 10.3% 1% 5.5%  7.7%  9.2% 5.3% 7.1% 8.3% S5.8% 13.3% 6.9% 2.3% 4.5% 15.2% 13.6%
100% 60.0% 40.0% 80.0% 20.0% 33.3% 26.7% 20.0% 66.7% 33.3% 6.7% 40.0% 40.0% 13.3% 86.7% 6.7% 6.7% 46.7% 73.3%
Cigar smoking is macho 9 4 S 7 0 3 4 2 6 3 ] 7 0 2 9 1 0 2 3
4.4% 4.0% 9% 4.5% 0.0% 4.8% 5.4% 5.3% S5.66 3.2% 0.0% 9.9% 0.0% 13.3% 4.8% 2.3% 0.0% 4.3% 3.7%
100% 44.4% S5.6% 77.8% 0.0% 33.3% 44.4% 22.2% 66.7% 33.3% 0.0% 77.8% 0.0% 22.2% 100.0% 11.1% 0.0% 22.2% 33.3%
I have no interest in 158 69 89 120 23 43 60 31 83 75 10 54 84 10 150 33 17 38 50
trying cigar smoking 77.5% 68.3% B86.4% 76.9% 82.1% 69.4% B81.1% 79.5% 76.9% 78.1% 71.4% 75.0% 81.6% 66.7% 79.4% 76.7% 77.3% 80.9% 61.7%
100% 43.7% 56.3% 75.9% 14.6% 27.2% 38.0% 19.6% 52.5% 47.5% 6.3% 34.2% 53.2% 6.3% L9¥ 20.9% 10.8% 24.1%¥ 31.6%
I have lots of friends 4 1 3 3 0 2 1 1 1 3 ] 2 2 0 4 0 0 3 2
wha smoke cigars 2.0 1.0% 2.9% 9% 0.0%  3.3% 1.4% 2.6% 0.9% 3.1% 0% 2.8% 1.9% 0.0% 2.1% 0.0% 0.0% _6.4% 2.5%
1604 25.0% 75.0% 75.0% 0.0% 50.0% 25.0% 25.0% 25.0% 75.0% ©0.0% 50.0% 50.0% 0.0% 100.0% 0.0% 0.0% 75.0% 50.0%
Cigars are prestigious 14 7 7 12 3 6 1 6 8 1 5 8 0 14 4 3 2 4
69% 7.0% 6.9% 7.7% 10.7% 6.6% 8.1% 2.6% 5.6% 8.4% 7.1% 7.1% 7.8 0.0% 7.4% 9.3% 13.6% 4.3% 4.9%
100% 50.0% S50.0% 85.7% 21.4% 28.6% 42.9% 7.1% 42.9% 57.1% 7.1% 35.7% 57.1% 0.0% 100.0% 28.6% 21.4% 14.3% 28.6%
I would try smoking 3 1 2 2 0 0 2 1 1 2 0 0 2 1 3 0 0 0 2
cigars if my fr1ends did 1.5% 1.0% 2.0% 1.3% 0.0% 0.0% 2.7% 2.66 O 2.1% 0.0% 0.0% 1.9% 6.7% 1.6 0.0% 0.0% 0.0% 2.5%
100% 33.3% 66.7% 66.7% ©0.0% 0.0% 66.7% 33.3% 33.3% 66.7% 0.0% 0.0% 66.7% 33.3% 100.0% 0.0% 0.0% 0.0% 66.7%
Cigar smokmg reminds me 17 4 13 12 4 5 4 7 10 2 9 6 0 15 4 3 8 3
of my father or 8.4% 4.0% 12.7% 7.7% 14.3% 6.5% 6.8% 10.5% 6.5% 10.5% 14.3% 12.7% S.8% 0.0% 7.9% 9.3% 13.6% 17.0% 3.7%
grandfather 100% 23.5% 76.5% 70.6% 23.5% 23.5% 29.4% 23.5% 41.2% 58.8% 11.8% 52.9% 35.3% 0.0% 88.2% 23.5% 17.6% 47.1% 17.6%
I find the aroma of 110 47 63 76 14 25 44 7 60 50 9 31 63 7 104 22 12 24 28
c1%ars.to be very 53°7% 46.5% 60.6% 48.7% A48.3% 40.3% 59.5% 69.2% 55.0% 52.1% 64.3% 42.5% 61.2% 46.7% 54.7% 51.2% 54.3% S51.1% 34.6%
ffensive 100% 42.7% 57.3% 69.1% 12.7% 22.7% 40.0% 24.5% 54.5% 45.5% 8.2% 28.2% 57.3% 6.4% 94.5% 20.0% 10.9% 21.8% 25.5%
Cigar smoking is a 2 Q 2 1 0 1 0 1 1 1 0 1 1 0 2 0 0 0 1
classy thing to do 1.0 0.0% 1.9% 0.6% 0.0% 6% 0.0% 2.6% 0.9% 1.1% 0.0% 1.4% 1.0 0.0% 1.1% 0.0% 0.0% 0.0% 1.3%
100% 0.0% 100.0% 50.0% 0.0% 50.0% 0.0% 50.0% 50.0% 50.0% 0.0% 50.0% 50.0% 0.0% 100.0% 0.0% O0.0% 0.0% 50.0%
gar smoking is trendy 52 31 21 41 9 16 19 8 28 24 7 17 27 1 49 10 4 14 31
25°7% 31.3% 20.4% 26.5% 31.0% 25.8% 26.0% 21.6% 25.9% 25.5% S50.0% 23.6% 26.5% 7.1% 26.1% 23.3% 18.2% 30.4% 39.2%
100% 59.6% 40.4% 78.8% 17.3% 30.8% 36.5% 15.4% 53.8% 46.2% 13.5% 32.7% 51.9% 1.9% 94.2% 19.2% 7.7% 26.9% 59.6%
People who smoke cigars 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0
are more likely to have 0.0% 0.0% 0.0%6 0.0% 0.06 0.0% 0.0% 0.0% 0.0% 0.0% 0.06 0.0% 0.0% 0.0% 0.0% 0.0% 0.0 0.0% 0.0%
a good sense of humor 0.0 ©0.0¢ 0.0 0.0% 0.0% 0.0% 0.06 0,04 0.0% 0.0% 0.06 O0.0¢x 0.0% 0.0% 0,06 0.0% 0.06 0.0% 0.0%
than non-smokers
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CIGAR NON-SMOKER STUDY

Qlb. On the scale below, please rate each of the following - Top Box Summary

Base: Total Answering

I object to seeing
someone smoking a cigar

gar smoking is one of
e's little pleasures

Smoking a cigar is a way
of showing you
accomplished something

The general public is
now more tolerant of
cigar smoking than it
used to be

I would try smoking
cigars if someone showed
me” how

Smoking a cigar is a
art of a lifestyle of
eisure

I would 1ike to learn
more about cigars

People who smoke c1gars
are more open-minde
than non-smokers

I have tried cigar
smoking but I did not
like it

Cigars are a status
symbol

When you smoke a cigar,
¥ou are part of the
iner things in life

I have never tried cigar
smoking

9.8000 WVD

4300 IAILOTLOUL HIANN

NFO #37102-010101

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY

MARTED DIVRCE/ HEAVY SPEND EVER

$75K- MARIED NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED

TOTAL  MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS
64 21 43 48 7 17 27 13 35 29 3 21 36 4 60 15 H 17 12
32.0% 21.0% 43.0% 31.2% 25. 27.9% 37.0% 34.2% 33.0% 30.9% 21.4% 30.0% 35.6% L7% 32.3%  34.9% 22.7% 36.2% 15.0%
100% 32.8% 67.2% 75.0% 10.9% 26.6% 42.2% 20.3% 54.7% 45.3% 4.7% 32.8% 56.3% 6.3% 03.8% 23.4% 7.8% 26.6% 18.8%
8 4 4 s 2 1 2 3 3 5 0 3 3 2 8 3 2 5 5
4.0 4.06 4.0% 3.26 7.1% 1.6% 2.7% B.1% 2.8 5.4 0.0% 4.2% 2.9% 13.3% 4.3% 7.1% 9.5% 10.9% 6.3%
100% 50.0% 50.0% 62.5% 25.0% 12.5% 25.0% 37.5% 37.5% 62.5% 0.0% 37.5% 37.5% 25.0% 100.0% 37.5% 25.0% 62.5% 62.5%
[ 0 0 0 0 0 0 0 0 0 [ 0 0 0 0 0 0 0 0
0.0 0.0% 0.0¢% 0.0 0.0% 0.06 0.05 0.0¥ 0.0 005 0.0% 0.0% 0.056 0.0%4 0.06 ©0.06 0.0% 0.06 0.0%
0.0 0.0¢6 0.0 O0.0% O0.05 0.06 0.0%¥ 0.0% 0.0% O0.06 0.0%6 0.0% 0.0%6 0.0% 0.0 O0.0% 0.0% 0.0% 0.0%
4 2 2 2 1 1 1 1 2 2 [y 1 3 0 3 0 0 2 1
2.06  2.0% 2.0% 1.3% 3.6% 6% 1.4%  2.6% 1.9% 2.1% 0.0% 1.4% 2.9 0.0% 1.6% 0.0% 0.0% 4.3% . 3%
100% 50.0% 50.0% 50.0% 25.0% 25.0% 25.0% 25.0% S0.0% 50.0% 0.0% 25.0% 75.0% 0.0% 75.0% 0.0% O0.0% 50.0% 25.0%
0 g 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0
0.0 0.0 0.0 0.0 00%¥ 0.05 0.0%¥ 0.0% 0.0% 0.0 0.0 0.06 0.0 O0.0% 0.0¢ O0.0% 0.0% 0.0% 0.0%
0.0 0.06 0.0% O0.0% 0.0% 0.0% 0.0¥ 0.0 0.0¥ 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
4 1 3 3 1 2 0 0 3 1 0 3 1 0 4 1 0 1 2
2,06 1.06 2.9 1.9% 3.66 3.26 0.0 0.0% 2.8 1.1% 0.04 4.26 1.06 0.0% 2.1% 2.3k 0.0% 2.1% 2.5%
100% 25.0% 75.0% 75.0% 25.0% 50.0% 0.0% 0.0% 75.0% 25.0% O0.0% 75.0% 25.0% 0.0% 100.0% 25.0% 0.0% 25.0% 50.0%
1 1 0 1 1 0 0 0 1 0 0 1 0 (] 1 0 Y 0 1
0.5 1.06 0.0% 0.6 3.4% 0.0 0.06 00% 0.9% 005 0.0% 1.4% 0.0% 0.0% O0.5% 0.0% 0.0% 0.0% 1.2%
100% 100.0%  0.0% 100.0% 100.0% 0.0% 0.0% 0.0% 100.0% 0.0% 0.0% 100.0%¥ 0.0% 0.0% 100.0% 0.0% 0.0% 0.0% 100.0%
0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 [ 0 0 0
0.0 0.0% 0.0¢ 0.0% 0.0% 0.0¥ 0.0 0.0 0.0% 0.0% 0.046 0.0 O0.0%6 0.0%5 0.06 0.0% 0.0% 0.0% 0.0%
0.0 0.0 0.0 0.0 0.06 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0¥ 0.0 0.0% 0.0% 0.0%
38 25 13 25 6 9 11 12 16 22 2 11 22 3 36 8 5 12 31
20.0% 25.86 14.0% 17.2% 23.1% 15.5% 16.2% 32.4% 16.2% 24.2% 15.4% 16.2% 22.7% 25.0% 20.3% 19.5% 23.8% 26.7% 38.3%
100% 65.8% 34.2% 65.8% 15.8% 23.7% 2B.9% 31.6% 42.1% 57.9 S.3% 28.9% 57.9% 7.9% 94.7% 21.1% 13.2% 31.6% 81.6%
11 7 4 10 2 5 3 1 8 3 1 5 5 0 11 3 1 3 [
5.4 6.9% 3.9% 6.4% 7.1% 8.1% 4.1% 2.6% 7.4% 3.2 7.1% 7.0% 4.9% O0.0% 5.8% 7.0% 4.5% 6.4% 7.4%
100% 63.6% 36.4% 90.9% 1B.2% 45.5% 27.3% J1¥ 72.7%  27.3% 9.1% 45.5% 45.5%  0.0% 100.0% 27.3% S.1% 27.3% 54.5%
2 2 0 2 0 0 2 0 1 1 1 1 0 0 2 0 0 0 0
1.0 2.0% 0.0% 1.3% O0.0% 00% 2.7% 0.0% L9% 1.0% 7.1%  1.4% 0.0% 0.0% 1.1%¥ 0.0% 0.0% 0.0% 0 0%
100% 100.0% ©0.0% 100.0% 0.0% 0.0% 100.0% 0.0% 50.0% 50.0% 50.0% 50.0% 0.0%¥ 0.0% 100.0% 0.0% 0.0% 0.0% 0.0%
120 36 84 89 18 32 45 24 &7 53 7 41 62 10 115 23 10 25 5
9.1% 36.0% 81.6% 57.8% 62.1% 51.6% 62.5% 61.5% 62.6% 55.2% 53.8% 56.2% 60.8% 66.7% 61.2% 54.83% 45.5% 54.3% 6.3%
100% 30.0% 70.0% 74.2% 15.0% 26.7% 37.5% 20.0% 55.8% 44.2% S5.8% 34.2% 51.7% 8.3% 95.8% 19.2% B8.3% 20.8% 4.2%
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Qlb. On the scale below, please

CIGAR NON-SMOKER STUDY

rate each of the following — Top 2 Box Summary

Base: Total Answering
GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEA
MARIED DIVRCE/ HEAVY SPEND EVER
$75K- MARIED NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL MEN WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS
I love the aroma of 17 7 10 13 1 4 8 4 8 9 2 1 12 2 15 5 2 S 10
cigars 8.3% 6.9% 9.6% 8.3% 3.4% 6.5% 10.8% 10.3% 7.3%  9.4% 14.3% 1.4% 11.7% 13.3% 7.% 11.6% 9.1% 10.6% 12.3%
1004 41.2% 58.8% 76.5% 5.9% 23.5% 47.1% 23.5% 47°1% 52.9% 11.8% 5.9% 70.6% 11.8% 88.2% 29.4% 11.8% 29.4% 58.8%
People smoke cigars 112 62 50 85 11 36 41 24 55 57 9 39 57 7 103 21 10 30 45
primarily because they 55.2% 61.4% 49.0% 54.5% 39.3% $8°1% 55.4% 63.2% 50.9% 60.0% 64.3% 54.9% 55.3% 46.7% 54.5% 48.8% 45.5% 63.8% 55.6%
thigk it’s a cool thing 100% 55.4% 44.6% 75.9% 9.8% 32.1% 36.6% 21.4% 49.1% 50.9% 8.0% 34.8% 50.9% 6.3% 92.0% 18.8% 8.9% 26.8% 40.2%
to do
People who smoke cigars 7 1 6 4 0 2 2 3 3 4 1 1 4 1 [ 0 0 1 4
are more confident in 3.4% 1.0% 5.9% 2.6% 0.0% 3.2% 2.7% 7.9% 2.8% 4.2% 7.1% 1.4% 3.9% 6.7% 3.2% 0.0% 0.0% 2.1% 4.9%
ther&se]ves than non- 100% 14.3% 85.7% 57.1% 0.0% 28.6% 28.6% 42.9% 42.9% 57.1% 14.3% 14.3% 57.1% 14.3% 85.7% 0.0% 0.0% 14.3% 57.1%
smokers
I don't mind when people 27 16 11 20 4 9 7 6 1s 12 2 8 15 2 23 4 2 8 19
smoke cigars near me 13°2% 15.8% 10.7% 12.9% 13.8% 14.5% 9.6% 15.4% 13.8% 12.6% 14.3% 11.1% 14.6% 13.3% 12.2% 9.3% 9.1% 17.4% 23.5%
100% 59.3% 40.7% 74.1% 14.8% 33.3% 25.9% 22.2% 55.6% 44.4% 7.4% 29.6% 55.6% 7.4% 85.2% 14.8% 7.4% 29.6% 70.4%
Cigar smoking is macho 17 7 10 14 0 S 9 3. 12 5 3 7 4 3 16 2 1 3 8
8.4 6.9% 9.8% 9.0% 0.0% 8.1% 12.2% 7.9% 11.1%  5.3% 21.4% 9.9% 3.9% 20.0% 8.5% 4.7% 4.5% 6.4% 9.9%
100% 41.2% 58.8% 82.4% 0.0% 29.4% 52.9% 17.6% 70.6% 29.4% 17.6% 41.2% 23.5% 17.6% 94.1% 11.8% 5.9% 17.6% 47.1%
I have no interest in 167 77 90 128 24 46 64 32 87 80 1 59 87 10 156 36 17 40 57
trying cigar smoking 81.9% 76.2% 87.4% 82.1% 85.7% 74.2% 86.5% 82.1% 80.6% 83.3% 78.6% B1.9% B84.5% 66.7% B82.5% 83.7% 77.3% 85.1% 70.4%
100% 46.1% 53.9% 76.6% 14.4% 27.5% 38.3% 19.2% $2.1% 47.9% 6.6% 35.3% 52.1% 6.0% 93.4% 21.6% 10.2% 24.0% 34.1%
I have lots of friends 9 5 4 8 0 5 3 1 5 4 0 5 4 0 g 1 4 7
who smoke cigars 4.4% 5.0% 3.9% 5.2% 0.0% 8.2% 4.1% 2.6%6 4.7% 4.2% 0.0% 7.0 3.9% 0.0% 4.8% 2.3% 4.5% 8.5% 8.6%
100%€ 55.6% 44.4% B8B3.9% 0.0% S55.6% 33.3% 11.1% 55.6% 44.4% 0.0% 55.6% 44.4% 0.0% 100.0% 11.1% 11.1% 44.4% 77.8%
Cigars are prestigious 17 9 8 14 3 4 8 2 8 9 1 5 10 1 17 5 3 3 6
8.4% 9.0% 7.8% 9.0% 10.7% 6.6% 10.8% 5.3% 7.5% 9.5% 7.1% 7.1% 9.7% 6.7% 9.0% 11.6% 13.6% 6.4% 7.4%
100% 52.9% 47.1% 82.4% 17.6% 23.5% 47.1% 11.8% 47.1% $2.9% 5.9% 29.4% 58.8% 5.9% 100.0% 29.4% 17.6% 17.6% 35.3%
I would try smoking 3 1 2 2 0 0 2 1 1 2 0 0 2 1 3 0 0 0 2
cigars if my friends did 1.5% 1.0% 2.0% 1.3% 0.0% 0.0% 2.7% _2.6% 0.% 2.1% 0.0% 0.0% 1.9% 6.7% 1.6% 0.0% 0.0% 0.0% 2.5%
100% 33.3% 66.7% 66.7% 0.0% 0.0% 66.7% 33.3% 33.3% 66.7% 0.0% O©.0% 66.7% 33.3% 100.0% 0.0% 0.0% 0.0% 66.7%
Cigar smoking reminds me 28 10 18 20 5 7 9 7 14 14 3 13 12 0 24 9 6 11 9
of my father or 13°8% 9.9% 17.6% 12.8% 17.9% 11.3% 12.2% 18.4% 13.0% 14.7% 21.4% 18.3% 11.7% 0.0% 12.7% 20.9% 27.3% 23.4% 11.1%
grandfather 100% 35.7% 64.3% 71.4% 17.9% 25.0% 32.1% 25.0% 50.0% $0.0% 10.7% 46.4% 42.9% 0.0% 85.7% 32.1% 21.4% 39.3% 32.1¥
I find the aroma of 128 58 70 89 15 32 49 32 70 58 9 38 73 8 120 27 13 29 35
c12ars.t0 be very 62°4% 57.4% 67.3% 57.1% 51.7% 51.6% 66.2% 82.1% 64.2% 60.4% 64.3% 52.1% 70.9% 53.3% 63.2% 62.8% 59.1% 61.7% 43.2%
offensive 100% 45.3% S4.7% 69.5% 11.7% 25.0% 38.3% 25.0% 54.7% 45.3% 7.0% 29.7% 57.0% 6.3% 93.8% 21.1% 10.2% 22.7% 27.3%
Cigar smoking is a 4 2 2 3 2 i 0 1 3 1 1 2 1 0 4 i 1 0 2
classy thing to do 2.0 2.0% 9% 1.9% 6.9% 1.6% O0.0% 2.6% _2.8% 1.1% 7.1% 2.7% 1.0 0.0 2. 2.3%  4.5% 0.0% 2.5%
100% S0.0% 50.0% 75.0% 50.0% 25.0% 0.0% 25.0% 75.0% 25.0% 25.0% 50.0% 25.0% 0.0% 1006.0% 25.0% 25.0% 0.0% 50.0%
Cigar smoking is trendy 96 52 44 78 15 31 35 15 S3 43 10 32 48 6 89 17 8 24 48
today 47.5% 52.5% 42.7% 50.3% 51.7% 50.0% 47.9% 40.5% 49.1% 45.7% 71.4% 44.4% A47.1% 42.9% 47.3% 39.5% 36.4% 52.2% 60.8%
100% 54.2% 45.8% B81.3% 15.6% 32.3% 36.5% 15.8% 55.2% 44.8% 10.4% 33.3% 50.0% 6.3% 92.7% 17.7% 8.3% 25.0% 50.0%
People who smoke cigars 3 2 1 2 0 2 0 1 2 1 0 2 1 0 3 1 1 1 2
ire more likely to have 1.5% 2.0% 1.0% 1.3% 0.0% 3.2% 0.0% 7% 1.9% 1.1% ©0.0% 2.8% 1.0% 0.0% 1.6% 2.3% 4.5% 2.2% 2.5%
a good sense of humor 100% 66.7% 33.3% 66.7% 0.0% 66.7% 0.0% 33.3% 66.7% 33.3% 0.0% 66.7% 33.3% 0.0% 100.0% 33.3% 33.3% 33.3% 66.7%

than non-smokers
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CIGAR NON-SMOKER STUDY
Q1lb. On the scale below, please rate each of the following - Top 2 Box Summary

Base: Total Answering

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY
MARIED DIVRCE/ HEAVY SPEND

EVER
$75K- MARIED  NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL  MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS

I object to seeing 80 32 48 58 9 21 32 18 45 35 5 23 44 8 76 17 6 18 18
somedne smoking a cigar 40.0% 32.0% 48.0% 37.7% 32.1% 34.4% 43.8% 47.4% 42.5% 37.2% 35.7% 32.9% 43.6% 53.3% 40.9% 39.5% 27.3% 38.3% 22.5%
100% 40.0% 60.0% 72.5% 11.3% 26.3% 40.0% 22.5% 56.3% 43.8% 6.3% 28.8% 55.0% 10.0% 95.0% 21.3% 7.5% 22.5% 22.5%

ar smoking is one of 16 8 8 13 3 3 7 3 9 7 2 S 6 3 1 3 2 7 11
ge s little pleasures 8.0% 8.0% 7.9% 8.4% 10.7% 4.9% 9.5% 8.1% 8.3% 7.5% 15.4% 7.0% 5.9% 20.0% 8.1% 7.1% 9.5% 15.2% 13.8%
100% 50.0% 50.0% 81.3% 18.8% 18.8% 43.8% 18.8% 56.3% 43.8% 12.5% 31.3% 37.5% 18.8% 93.8% 18.8% 12.5% 43.8% 68.8%

Smoking a cigar is a way 5 2 3 4 1 3 0 4 1 1 3 1 0 4 4
of showlng you 2.5% 2.0 2.9% 2.6% 3.6% 4.8% 0.0% 2.6% 3.7% 1.1% 7.1% 4.2% 0% 0.0% 2.1% 2.3% 4.5% _2.1% 4.9%
accomplished something 100% 40.0% 60.0% 80.0% 20.0% 60.0%¥ 0.0% 20.0% 80.0% 20.0% 20.0% 60.0% 20.0% 0.0¥ 80.0% 20.0% 20.0% 20.0% 80.0%
The general public is 15 5 10 11 3 4 5 3 6 9 1 3 11 [ 13 5 4 6 8
now more toierant of 7.4% 5.0 9.8 7.1% 10.7% 6.6% 6.8 7.7% S5.6% 9.5% 7.1% 4.2% 10.7% 0.0% 6.9 11.6% 18.2% 12.8% 10.0%
c1ggr smgkmg than it 100% 33.3% 66.7% 73.3% 20.0% 26.7% 33.3% 20.0% 40.0% 60.0% 6.7% 20.0% 73.3% O0.0% 86.7% 33.3% 26.7% 40.0% 53.3%

used to be

T would try smoking 1 0 1 0 1 0 0 1 0 1 0 0 0 0 0 0 0 1
cigars if someone showed 0.5% 0.0% 1.0 0.6 0.0% 1.6% 0.0 0.0% 0.9% 0.0% 7.7 0 0.0 0.0 0.0 0.0 0.0% 0.0% 1.3%
me how 100% 0.0% 100.0% 100.0% 0.0% 100.0% 0.0% 0.0% 100.0% 0.0% 100.0¥ ©0.0% 0.0% 0.0% 0.0% 0.0%x 0.0% 0.0% 100.0%
Smoking a cigar is a 9 4 5 8 1 S 2 0 7 2 1 4 0 8 2 0 1 5
art of a lifestyle of 4.4% 4.06 4.9% 5.1% 3.6% 8.1 2.7% 0.0% 6.5 2.1% 7.1% S5.66 3.9 0.0% 4.2% 4.7% 0.0% 2.1% 6.2%
eisure 100% 44.4% 55.6% 88.9% 11.1% S5.6% 22.2% 0.0% 77.8% 22.2% 11.1% 44.4% 44.4% 0.0% 88.9% 22.2% 0.0% 11.1% 55.6%
I would 1ike to learn 2 1 1 2 1 1 0 0 2 0 1 1 0 0 1 0 2
more about cigars 1.0 1.06 1.06 1.3% 3.4% 1.6% 0.0% 0.0% 1.8% 0.0% 2.1¥ 1.4 0.0% ©0.0% 0.5% 0.0% 0.0 0.0% 2.5%
100% 50.0% 50.0% 100.0% 50.0% 50.0% 0.0% 0.0% 100.0% 0.0% 50.0% 50.0% 0.0% 0.0% 50.0% 0.0% 0.0% 0.0% 100.0%

People who smoke c1gars 0 0 0 0 0 ] 0 0 0 0 0 0 [ 0 0 0 0 0
are more open-minde . 0.0 0.0 O0.0% 0.0 0.0 0.0 0.0 O0.0% 0.0% 0,06 0.0% 0.0 0.0% 0% 0.0% 0.0%4 0.0% 0.0%
than non-smokers 0.0 0.0¢ 0.0% O0.0% 0.0 0.0% 0.0% 0.0% 0.0% 0.0% 0.0 0.0 0.0% 0.0%46 0.0 0.0% 0.0% 0.0% 0.0%
I have tried cigar 50 37 13 34 3 13 16 15 23 27 3 13 29 5 47 13 8 15 43
smoking but I did not 26.3% 38.1% 14.0% 23.4% 23.1% 22.4% 23.5% 40.5% 23.2% 29.7% 23.1% 19.1% 29.9% 41.7% 26.6% 31.7% 38.1% 33.3% 53.1%
Tike it 100% 74.0% 26.0% 68.0% 12.0% 26.0% 32.0% 30.0% 46.0% 54.06 6.0% 26.0% 58.0% 10.0% 94.0% 26.0% 16.0% 30.0% 86.0%
Cigars are a status 20 13 7 19 2 9 8 1 16 4 2 8 0 20 5 11
symbol 9.9% 12.9% 6.9% 12.2% 7.1% 14.5% 10.8% 2.6% 14.8% 4.2% 14.3% 11.3% 9.7% 0.0% 10.6% 11.6% 4.5% 10.6% 13.6%
100% 65.0% 35.0% 95.0% 10.0% 45.0% 40.0% 5.0% B80.0% 20.0% 10.0% 40.0% 50.0% 0.0% 100.0% 25.0% 5.0% 25.0% 55.0%

When you smoke a cigar, 4 2 2 4 0 0 4 0 3 1 1 1 2 (4] 4 0 0 0 0
¥ou are part of the 2.0% 2.0% 1.9% 2.66 0.06 0.0% 5.4 0.0% 2.8 1.0¢6 7.1% 1.4% o] 2.1% 0.0 0.0% 0.0% 0.0%
iner things in life 100% 50.0% 50.0% 100.0% 0.0% 0.0% 100.0% 0.0% 75.0% 25.0% 25.0% 25.0% 50.0% O0.0% 100.0% 0.0% 0.0% 0.0% 0.0%
I have never tried cigar 124 38 86 93 18 34 47 24 69 55 7 43 63 11 118 24 10 26 8
smoking 61.1% 38.0% 83.5% 60.4% 62.1% 54.8% 65.3% 61.5% 64.5% 57.3% 53.8% 58.9% 61.8% 73.3% 62.8% S57.1% 45.5% 56.5% 10.1%
100% 30.6% 69.4% 75.0% 14.5% 27.4% 37.9% 19.4% 55.6% 44.4% S5.6%¥ 34.7% 50.8% B.9% 95.2% 19.4% 8.1% 21.0% 6.5%
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CIGAR NON-SMOKER STUDY

Qlb. On the scale below, please rate each of the following — Mean Summary

Base: Total answering

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY
MARIED DIVRCE/ HEAVY SPEND
$75K. MARIED  NO SEP/ CATLOG SPEND  KEY

MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99. oK $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT

HEAVY  SMOKED
INDLGR CIGARS

EVER

TOTAL

I love the aroma of 1.91
cigars

Dev 1.39

Std Err 0.097

People smoke cigars 4.26

primarily because they

think it’s a cool thing

to do

Std Dev 1.61
Std Err 0.113

People who smoke cigars 1.72
are more confident In
themselves than non-

smokers

Std Dev 1.13
Std Err 0.079
I don’t mind when 2.09
people smoke cigars
hear me
Std Dev 1.64
Std Err 0.115
aar smoking is macho 1.79
1 42
Std Err 0.100

I have no 1ntereit in 5.20
trying cigar smokin

Stg Dev s 1.67
Std Err 0.117

1 have lots of friends 1.90
who smoke cigars
Std Dev 1.32
Std Err 0.093
gars are prestigious 1.90
1.51
Std Err 0.106
I would try smok1ng 1.27
gars if my friends

Std Dev 0.82
Std Err 0.058
Cigar smokxng reminds  2.06
me of my father or

randfather

td Dev 1.73
Std Err 0.121
I find the aroma of 4.61
ci%ars‘to be very

ffensive

Std Dev 1.77
Std Err 0.123
NFO #37102-010101
CONFIDENTIAL:
UNDER PROTECTIVE ORDZR

CAM 000879

2.01 1.81 1.99 1.79 2.18 1.85 1.64 1.87 1.95 2.00 1.85 1.93 1,93 1.87 2.16 2.27

1.35 1.43  1.41 1.29 1.40 1.42 1.39  1.38 1.41 1.75 1.16 1.48 1.58 1.38 1.56 1.52
0.135 0.140 ©0.113 0.240 0.177 0.165 0.222 0.132 0.144 ©0.469 0.136 0.146 0.408 0.100 0.237 0.324

4.51 4.01  4.19 3.43 4.42 4.23 4.71 4.10 4.44 4.21 4.21 4.36 3.87 4.25 4.19 4.09

1.55 1.64 1.61 1.89 1.48 1.62 1.41 1.67 1.3 1.67 1.61 1.61 1.68 1.61 1.44 1.57
0.i34 0.163 0.129 0.358 0.188 0.188 0.229 0.161 0.157 0.447 0.151 0.158 0.435 0.117 0.219 0.335

1.57 1.86 1.73 1.43 1.87 1.65 1.79 1.71 1.73 2.3 1.59 1.68 2.00 1.67 1.81 1.86

0.92 1,29 1,11 0.79 1.23 1.05 1.28 1.09  1.17 1.39 1,02 1.13 1.20 1.09 1.14 1.21
0.097 ©0.128 0.089 0.149 0.157 0.122 0.207 0.105 0.120 0.372 0.121 0.1i1 0.309 0.079 0.174 0.257

2.33 1.8 2.15 1.97  2.42 1.88 1.97 2.00 2.19 1.93 2.26 1.99 2.07 2.02 1.95 2.14
1.73 1.52 1.64 1.66 1.67 1.52 1.74 1.66 1.63 1.64 1.64 1.65 1.75 1.61 1.46  1.55
0.172 0.150 0.132 0.308 ©.213 0.178 0.279 0.159 0.167 0.438 0.193 0.162 0.452 0.117 0.223 0.331
1.74 1.84 1.84 1.29 1.97 1.85 1.76 1.8 1.73 2.50 1.99 1.48 2.40 1.76 1.72 1.59
.35 .49 4 .66 6 1.5 1.48 l 52 1,31 1.70 1.60 1.06 1.92 1.42 1.28 .18
0.135 0.147 0.115 0.124 0. i85 ©0.180 0.240 0.146 0.134 0.454 0.190 0.104 0. 496 0.103 0.195 0.252
501 5.39 S§.22 §.32 5.02 5.31 5.18 5.16 5.25 5.29 5.17 5.31 4.53 5.22 5.35 5.23

1.72 1.62 1.63 1.63 1.70 1,65 1.76 1.72 1.63 1.44 1.67 1.61 2.26 1.63 1.43 1.60
0.171 0.159 0.130 0.309 0.216 0.191 0.282 0.165 0.166 0.384 0.197 0.159 0.584 0.123 0.218 0.341

1.97  1.83 2.02 2.1 2.21 1.80 1.47 1.97 1.82 2.57 2.07 1.76 1.47 1.91 1.93 2.18

1.31  1.33  1.36 1.35 1.45 1.25 1.11 1.34 1,31 1.34 1.46 1.25 0,74 1.33 1.18 1.37
0.131 0.131 0.109 0.250 0.186 ©0.145 0.180 0.129 0.133 0.359 0.173 0.123 0.192 0.097 0.180 0.292

1.97 1.83 1. 98 2.25 1.97 1.89 1.58 }.91 1.89 .36 1. 97 1.81 1.80 1.90 2.12 2.36
1.51 1.51 1.67 1.47 1.8 1.27 1.46 1.57 .65 1.55° 1.26 1.52 1.79
0.151 0.149 O. 124 0.315 0.188 0.184 0.205 0.141 0.161 0.440 0. 176 0.152 0.327 0.111 O. 247 0.381
1.37 1.18 1.30 1.04 1.43 1.28 1.18 1.22 1.33 1.46 1.23 1.24 1.53 1.26 1.23 1.32

fury
-
=t
.b
o
-t
.h

ey

[T}
=
a;
[
O’\
~

0.84 0.8 0.83 0.19 0.81 0.94 0.87 0.68 0.96 0.97 0.59 0.85 1.36 0.82 0.61 0.78
0.084 0.079 0.067 0.036 0.103 0.110 0.140 0.065 0.099 0.268 0.070 0.083 0.350 0.060 0.093 0.166

2.08 2.05 1.99 1.96 2.00 1.95 2.50 1.97 2.17 2.50 2.31 1.94 1.33 2.01 2.33 2.4
1.59 1.87 1.68 1.91 1.64 1.65 1.89 1.67 1.80 2.03 1.89 1.64 0.82 1.69 1.87 2.04
0.158 ©0.185 0.135 0.362 0.208 0.192 0.306 0.160 0.185 0.542 0.225 0.161 0.211 0.123 0.286 0 434
4.47 4.76 4.46 4.21 4.37 4.73 5.10 4.66 4.56 4.79 4,27 4.86 4.40 4.64 4.60 4.45

1.7 1.78 1.79 2.01  1.65 1.79 1.67 1.76 1.78 1.76 1.81 1.71 1.80 1.76 1.75 1.99
0.174 0.175 0.143 0.373 0.210 0.208 0.267 0.169 0.182 0.471 0.212 0.168 0.466 0.128 0.267 0.425

NFO Research Inc.

2.04

1.50
0.219

4.47

1.47
0.215

1.57

1.04
0.151

2.48

1.91
0.281
1.81
1
0.205
5.30

1.63
0.237

2.34

1.61
0.234

2.02
1.45
0.212
1.15
0.47
0.069
2.60
2.06
0.301
4.49

1.89
0.275

2.40

1.51
0.167

4.30

1.62
0.180

1.79

1.57
0.174
3.99

1.81
0.201
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CIGAR NON-SMOKER STUDY

Qlb. On the scale below, please rate each of the following - Mean Summary

Base: Total answering

GENDER AGE INCOME

MARITAL STATUS

CATALOG INFO

$75K- MARI £l
MEN  WOMEN 30-54 25-34 35-44 45-5%4 55-65 $99.9K $100K+ SINGLE KIDS

MARIED DIVRCE/

NO

SEP/

HEAVY

CATLOG SPEND
KIDS WIDOW SHOPRS CATLOG CAT

HEAVY
SPEND
KEY

HEAVY SMOKED
INDLGR CIGARS

EVER

TOTAL
Cigar smoking is a 1.53
classy thing to do
Std Dev 1.04
Std Err 0.073

C‘igar smoking is trendy 3.94
to

8
Std Dev 1.86
Std Err 0.131

People who smoke cigars 1.54
are more Tikely to have

a good sense of humor

than non-smokers

Std Dev 0.95
Std Err 0.067
T object to seeing 3.78

someone smoking a cigar

Std Dev .90
Std Err 0.134
Ci%ar smoking is one of 2.00
Tife's littie pleasures

Std Dev 1.50
Std Err 0.106
Smoking a cigar is a 1.47

way of showing you
accomplished something

Std Dev 0.98
Std Erc 0.063

The general public is 2.25
now more tolerant of

cigar smoking than it

used to be

Std Dev 1.47
Std Err 0.103
I would try smoking 1.16

cigars if someone

showed me how

Std Dev 0.54
Std Err 0.038

Smoking a cigar is a 1.67
art of a litestyle of
eisure

Std Dev 1.26

Std Err 0.089

I would like to learn 1.22
more about cigars

Std Dev 0.72
Std Err 0.051

NFO #37102--010101

CONFIDENTIAL:
UNDER PROTECTIVE ORDER

CAM 000880

1.56 1.50 1.54 1.66 1.63 1.36 1.58 1.54 1.52  1.93  1.51

0.99 1.10 1.03 1.23 1.07 0.82 1.20 1.07 1.02 1.44 1.02
0.099 0.10%9 0.083 0.229 0.137 0.09 0.195 0.102 0.106 0.385 0.119

4.14 3.74 4.00 4.00 4.00 3.93 3.81 4.06 3.80 4.93 3.86
1.84 1.88 1.86 1.98 1,87 1.87 1.82 1.79  1.94 1.49 1.87
0.184 0.185 0.150 0.368 0.238 0.219 0.300 0.172 0.200 0.399 0.221
1.56 1.52 1.54 1.46 1.6 1.46 1.59 1.60 1.47 1.93 1.49

0.95 0.95 0.93 0.96 1.0 0.81 1.07 0.99 0.8 1.14 0.97
0.095 0.0%4 0.075 0.182 0.129 0.095 0.175 0.09 0.092 0.305 0.115

3.49 4.06 3.75 3.36 3.6% 3.95 3.89  3.92 3.62  3.71  3.57

1.78 1,98 1.87 1.95 1.83 1.91 1.98 1.85 1.96 1.77 1.92
0.178 0.198 0.151 0.368 0.234 0.223 0.322 0.179 0.202 0.474 0.230

2.11 1.89 2.08 2.14 2.11 1.8% 1.8 2.07 1.91  2.54 2.11

1.50 1.50 1.52 1.72 1.44 1.46 1.55 1.5 1.49 1.66 1.55
0.150 0.150 0.122 0.324 0.184 0.170 0.255 0.145 0.155 0.462 0.183

1.53 1.40 1.51 1.57 1.68 "I.31 1.33 1.63 1.27 2.07 1.46
1.03 0.93 1.02 1.14 1.23 0.66 0.9 1.14 6.71 1.33 1.07
0.102 0.092 0.082 0.215 0.156 0.077 0.144 0.110 0.0672 0.355 0.127
2.19 2.31 2.32 2.71 2.2% 2.26 2.00 2.22 2.28 3.07 2.21

1.42 1.52 1.44 1.61 1.36 1.46 1.54 1.42 1.53 1.38 1.34
G.141 0.151 0.115 0.304 0.174 0.170 0.246 0.136 0.157 0.370 0.159

1.26 1.06 1.19 1.00 1.37 - 1.09 1.05 1.14 1.18 1.62 1.11
0.63 0.42 0.59 0.00 0.83 0.34 0.32 0.5 0.54 1.19 0.36
0.062 0.041 0.047 0.000 0.106 0.039 0.053 0.052 0.055 0.331 0.042
1.66 1.68 1.72 1.71 1.97 1.46 1.45 1.76 1.57 1.93 1.76
1.19  1.34 1.30 1.27 1.51 1.00 1.01 1.37 1.14 1.33 1.41
0.118 0.133 0.104 0.240 0.192 0.116 0.163 0.131 0.117 0.355 0.167
1.36 1.09 1.27 1.31 1.40 1.15 1.00 1.25 1.19 1.57 1.26

0.88 0.50 0.79 1.07 6.91 0.52 0.00 0.81 0.62 1.28 0.78
0.087 0.049 0.063 0.199 0.116 0.060 0.000 0.077 0.063 0.343 0.092
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1.48

1.01
0.100

3.84
1.94
0.192
1.52

0.93
06.092

3.85
1.94
0.193
1.79
1.36
0.135
1.38

0.84
0.083
2.22

1.58
0.156

1.15
0.53
0.052
1.59
1.18
0.117
1.16

0.61
0.060

1.64
1.01
0.269
4.00
1.41
6.378
1.53

0.74
0.192

4.27

1.71
0.441

2.40

1.92
0.496

1.53

0.92
0.236
1.87

1.13
0.291

1.07

0.26
0.067
1.53
1.06
0.274
1.13

0,35
0.091

1.52

1.04
0.076

3.95

1.85
0.135

1.55%
0.96
0.070

3.77

1.92
0.141

2.01
1.52
0.111
1.45

0.96
0.070
2.23

1.45
0.106

1.13
0.46
0.033
1.67
1.27
0.092
i.21

0.69
0.050

1.60
1.07
0.164
3.88
1,80
0.275
1.77

1.11
0.169
3.75
1.93
0.295
2.17

1.61
0.248

1.40
0.95
0.146
2.44

1.52
0.231

1.19
0.63
0.09%6
1.84

1.36
0.208
1.26

0.69
0.106

1.82
1.26
0.268
4.00

1.57
0.335

2.00

1.23
0.263
3.41

1.89
0.404

2.33

1.71
0.374

1.55

1.18
0.252
2.73

1.67
0.353

1.36

0.85
0.181
1.95
1.25
0.267
1.45

0.91
0.194

1.51

0.9
0.1

4.

1.
0.2

1.

5
39
15

83
69

57

1.00
0.148

3.66

2.0
0.2

2.

1.
0.2

1.

2
95
33

79
64

38

1.74
1.12
0.125
4.34

1.88
0.212

1.70

1.07
0.120

3.10

1.75
0.196

2.56

1.67
0.186

1.75

0.90 1.21
0.131 0.134

2.

57

2.40

1.64 1.50
0.239 0.167

1.
0.
0.0
1.
1.
0.1
1.

0.4

0.0

11
43
63
74
28
86
09

1
60

1.35
0.80
0.089
1.93
1.40
0.156
1.48

1.06
0.118
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CIGAR NON-SMOKER STUDY

Q1lb. On the scale below, please rate each of the fallowing - Mean Summary

Base: Total answering

GENDER AGE INCOME MARTTAL STATUS CATALOG INFO
HEAVY
MARIED DIVRCE/ HEAVY SPEND EVER
$75K- MARIED NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL MEN WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT INDLGR CIGARS
People who smoke c1gars 1.39 1.49 1.30 1.46 1.41 1.50 1.41 1.18 1.46 1.32 1.92 1.41 1.30 1.47 1.35 1.40 1.62 1.26 1.57
are more open-minde
than non smokers
Std D 0.82 0.87 0.77 0.89 0.80 0.92 0.86 0.56 0.91 0.71 1.19 0.82 0.7 0.92 0.78 0.83 0.92 0.71 0.93
Std Err 0.058 0.086 0.077 0.071 0.153 0.117 0.101 0.091 0.088 0.073 0.329 0.097 0.073 0.236 0.057 0.128 0.201 0.105 0.104
I have tried cigar 2.57 3.28 1.83 2.45 2.38 2.64 2.25 3.22 2.46 2.68 2.31 2.41 2.67 2.92 2.52 2.78 2.95 2.89 4.12
?m2k1ng but I did not
ike it
Std Dev 208 2.11 1.77 2.01 2.14 1.94 2,00 2,31 1.99 2.18 1.97 1.94 2.16 2.39 2.09 2.13 2.25 2.23 1.9
std Ere 0.151 ©.214 0.184 0.167 0.419 0.255 0.243 0.380 0.200 0.328 0.548 0.235 0.220 0.690 0.157 0.332 0.45 0.332 0.213
Cigar% are a status 1.98 2.19 1.77 2.10 2.00 2.34 1.86 1.63 2.11 1.83 2.36 2.15 1.86 1.60 1.99 2.28 2.41 2.19 2.33
symbo
S%d Dev 1.55 1.65 1.42 1.63 1.59 1.71 1.53 1.22 1.68 1.38 1.74 1.65 1.52 0.91 1.58 1.65 1.47 1.66 1.67
Std Err 0,109 ©0.165 0.141 0.131 0.300 0.217 0.178 0.197 0.162 0.142 0.464 0.196 0,150 0.235 0.115 0.252 0.313 0.243 0.186
When you smoke a cigar, 1.50 1.63 1.36 1.55 1.41 1.61 1.50 1.37 1.47 1.52 2.29 1.53 1.41 1.20 1.48 1.65 1.95 1.45 1.74
you are part of the ¢
finer things in life
Std Dev 1.03 1.13 0.92 1.10 0.98 1.03 1.15 0.85 1.05 1.03 1.59 1.06 0.94 0.41 1.03 1.04 1.25 0.90 1.08
Std Err 0.072 0.112 0.090 0.088 0.182 0.131 0.134 0.138 0.101 0.105 0.425 0.125 0.093 0.107 0.075 0.159 0.267 0.132 0.120
I have nexgr tried 4.21 3.21 5.17 4.18 4.14 3.97 4.40 4.23 4.37 4.02 3.69 4.07 4.29 4.73 4.26 4.07 3.59 3.96 1.84
cigar smokin
Std Dev g 2.27 2.26 1.82 2.26 2.43 2.28 2.21 2.31 2.22 2.32 2.59 2.32 2.2 2.05 2.28 2.32 2.38 2.37 1.47
Std Err 0.159 ©0.226 0.180 0.183 0.451 0.2980 0.260 0.370 0.215 ©0.237 0.720 0.272 0.221 0.530 0.166 0.358 0.508 0.349 0.166
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Q2.

Base: Total Respondents

Have you ever tried cigar smoking?

CIGAR NON-SMOKER STUDY

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY

MARIED DIVRCE/ HEAVY SPEND EVER

$75K- MARIED NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED

TOTAL  MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS

Total 206 102 104 157 29 62 75 39 110 96 14 74 103 15 191 43 22 47 81
100% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%

100% 49.5% S50.5% 76.2% 14.1% 30.1¥ 36.4% 18.9% 53.4% 46.6% 6.8% 35.9% S50.0% 7.3% 92.7% 20.9% 10.7% 22.8% 39.3%

No answer 4} 0 [1] 0 0 [¢] 0 0 0 [1] 0 0 0 0 0 0 0 0 0
0.0 0.0 0.0 0.0 0.0% O0.0% 0.0 0.0 0.0% O0.0%6 0.0% O0.0% 0.0% 0.0 0.0% 0.0% 0.0% 0.06 0.0%

0.0 0.0% 0.0% 0.0 0.0% 0.0 0.0% O0.0% 0.0% O0.0% 0.0 0.0% 0.0% 0.0% 0.0 0.0% 0.06 0.0% 0.0%

Total answering 206 102 104 157 29 62 5 39 110 96 14 74 103 15 191 43 22 47 81
100% 100.0% 100.04 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%

100% 49.5% 50.5% 76.2% 14.1% 30.1% 36.4% 18.9% 53.4% 46.6% 6.8% 35.9% S50.0% 7.3% 92.7% 20.9% 10.7% 22.8% 39.3%

Never 125 39 86 94 19 35 47 23 70 55 8 45 63 9 118 24 10 24 0
60.7% 38.2% 82.7% 59.9% 65.5% 56.5% 62.7% 59.0% 63.6% 57.3% 57.1% 60.8% 61.2% 60.0% 61.8% 55.8% 45.5% 51.1% 0.0%

100% 31.2% 68.8% 75.2% 15.2% 28.0% 37.6% 18.4% 56.0% 44.0% 6.4% 36.0% 50.4% 7.2% 94.4% 19.2% B8.0% 19.2% 0.0%

Ner - Fver smoked 1 63 18 63 10 27 28 16 40 41 6 29 40 6 73 19 12 23 81
39.3% 61.8% 17.3% 40.1% 34.5% 43.5% 37.3% 41.0% 36.4% 42.7% 42.9% 39.2% 38.8% 40.0% 38.2% 44.2% 54.5% 48.9% 100.0%

100% 77.8% 22.2% 77.8% 12.3% 33.3% 34.6% 19.8% 49.4% 50.6% 7.4% 35.8% 49.4% 7.4% 90.1% 23.5% 14.8% 28.4% 100.0%

Net - Have tried cjgar 73 56 17 57 10 27 22 14 38 35 [ 26 35 6 65 15 9 17 73
smoking - Not Regularly 35.4% 54.9% 16.3% 36.3% 34.5% 43.5% 29.3% 35.9% 34.5% 36.5% 42.9% 35.1% 34.0% 40.0% 34.0% 34.9% 40.9% 36.2% 90.1%
100% 76.7% 23.3% 78.1% 13.7% 37.0% 30.1% 19.2% 52.1% 47.9% 8.2% 35.6% 47.9% 8.2% 89.0% 20.5% 12.3% 23.3% 100.0%

Once 16 11 5 15 4 6 5 1 8 8 2 8 6 0 13 3 2 4 16
7.8% 10.8% 4.8% 9.6 13.8% 9.7% 6.7% 2.6% 7.3% 8.3% 14.3% 10.8% S5.8% 0.0% 6.8% 7.0% 9.1% 8.5% 19.8%

100% 68.8% 31.3% S3.8% 25.0% 37.5% 31.3% 6.3% S50.0% 50.0% 12.5% - 50.0% 37.5% 0.0% 81.3% 18.8% 12.5% 25.0% 100.0%

Twice 10 5 S 9 1 3 S 1 6 4 0 5 4 1 10 3 2 3 10
4.96 4.9 4.8 S5.7% 3.4% 4.8% 6.7% 2.6% S5.5% 4.26 0.0% 6.8% 3.9% 6.7% 5.2% 7.0% 9.1% 6.4% 12.3%

100% 50.0% 50.0% 90.0% 10.0% 30.0% 50.0% 10.0% 60.0% 40.0% 0.0% 50.0% 40.0% 10.0% 100.0% 30.0% 20.0% 30.0% 100.0%

Three or four times 12 10 2 10 1 6 4 1 4 8 2 2 5 3 11 4 3 1 12
5.8 9.8 1.9% 6.4% 3.4% 9.7% 5.3% 2.6% 3.6% 8.3% 14.3% 2.7% 4.9% 20.0% S5.8% 9.3% 13.6% 2. 14.8%

100% 83.3% 16.7% 83.3% 8.3% 50.0% 33.3% 8.3% 33.3% 66.7% 16.7% 16.7% 41.7% 25.0% ©O1.7% 33.3% 25.0% 8.3% 100.0%

More than four times, 35 30 5 23 4 12 8 11 20 15 2 11 20 2 31 S 2 9 35
but never regularly 17.0% 29.4% 4.8% 14.6% 13.8% 19.4% 10.7% 28.2% 18.2% 15.6% 14.3% 14.9% 19.4% 13.3% 16.2% 11.6% 9.1% 19.1% 43.2%
00% 85.7% 14.3% 65.7% 11.4% 34.3% 22.9% 31.4% 57.1% 42.9% 5.7% 31.4% 57.1% 6.7% B&.6% 14.3X 5.7% 25.7% 100.0%

Used to_smoke cigars 8 7 1 6 0 [1] 6 2 2 6 0 3 5 0 8 4 3 6

regularly 3.9% 6.9% 1.0 3.8 0.0 0.0 8.0% S5.1% 1.8 6.3% 0.0% 4.1% 9% 0.0% 4.2%  9.3% 13.6% 12.8% 9.9%
100% 87.5% 12.5% 75.0% 0.0% 0.0% 75.0% 25.0% 25.0% 75.0% 0.0% 37.5% 62.5% 0.0% 100.0% 50.0% 37.5% 75.0% 100.0%
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CIGAR NON-SMOKER STUDY
Q3. If you have ever tried cigar smoking, which of the following best describes the occasion. - First time you tried
Base: Ever smoked (Q.2 Codes 2-6)

GENDER AGE INCOME MARITAL STATUS CATALOG INFO

HEAVY
MARIED DIVRCE/ HEAVY SPEND EVER
$75K~ MARIED  NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS  KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS

Total 81 63 18 63 10 27 28 16 40 41 6 29 40 6 73 19 12 23 81
100% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
100% 77.8% 22.2% 77.8% 12.3% 33.3% 34.6% 19.8% 49.4% 50.6% 7.4% 35.8% 49.4% 7.4% 90.1% 23.5% 14.8% 28.4% 100.0%

Relaxing with friends 33 25 8 25 5 15 6 7 17 16 1 1 1 29 12 9 8 33
40.7% 39.7% 44.4% 39.7% 50.0% 55.6% 21.4% JB% 42.5% 39.0% 16.7% 48.3% 42.5% 16.7% 39.7% 63.2% 75.0% 34.8% 40.7%

43
100k 75.8% 24 2% 75.8% 15.2% 45.5% 18.2% 21.2% 51.5% 4B.5% 3.0% 42.4% S1.5% 3.0% 87.9% 36.4% 27.3% 24.2% 100.0%

£88000 WVD

At a party 19 16 3 12 4 5 4 6 12 7 1 7 10 1 18 2 1 6 19
23.5% 25.4% 16.7% 19.0% 40.0% 18.5% 14.3% 37.5% 30.0% 17.1% 16.7% 24.1% 25.0% 16.7% 24.7% 10.5% 8.3% 26.1% 23.5%
100% 84.2% 15.8% 63.2% 21.1% 26.3% 21.1% 31.6% 63.2% 36. 8% 5.3% 36.8% 52.6% 5.3% 94.7% 10.5% 5.3% 31.6% 100.0%
At a bar 11 8 3 8 2 2 4 3 8 3 1 4 4 2 11 2 1 4 11
13.6% 12.7% 16.7% 12.7% 20.0% 7.4% 14.3% 18.8% 20.0% 7.3% 16.7% 13.8% 10.0% 33.3% 15.1% 10.5% 8.3% 17.4% 13.6%
100% 72.7% 27.3% 72.7% 18.2% 18.2% 36.4% 27.3% 72.7% 27.3% 9.1% 36.4% 36.4% 18.2% 100.0% 18.2% 9.1% 36.4% 100.0%
By myself 9 8 1 5 0 1 4 4 3 6 0 2 6 1 7 3 1 5 g
11.1% 12.7% 5.6% 7.9% 0.0% 3.7% 14.3% 25.0% 7.5% 14.6% 0.0% 6.9% 15.0% 16.7% 9.6% 15.8% 8.3% 21.7% 11.1%
100% 88.9% 11.1% 55.6% 0.0% 11.1% 44.4% 44.4% 33.3% 66.7% 0.0% 22.2% 66.7% 11.1% 77.8% 33.3% 11.1% 55.6% 100.0%
Socializing with 7 7 0 5 0 1 4 2 0 7 1 1 4 1 7 2 2 2 7
business associates 8.6% 11.1% 0.0% 7.9% 0.0% 3.7% 14.3% 12.5% 0.0% 17.1% 16.7% 3.4% 10.0% 16.7% 9.6% 10.5% 16.7% 8.7% 8.6%
100% 100.0% 0.0% 71.4% 0.0% 14.3% 57.1% 28.6% 0.0% 100.0% 14.3% 14.3% 57.1% 14.3% 100.0% 28.6% 28.6% 28.6% 100.0%
At a wedding 3 3 0 3 1 1 1 [1] 3 4] 0 2 0 1 3 0 0 0 3
3.7% 4. 8% 0.0% 4,8% 10.0% 3.7% 3. 6% 0.0% 7.5% 0.0% 0.0% 6.9% 0.0% 16.7% 4. 1% 0.0% 0.0% 0.0% 7%
100% 100.0% 0.0% 100.0% 33.3% 33.3% 33.3% 0.0% 100.0% 0.0% 0.0% 66.7% 0.0% 33.3% 100.0% 0.0% 0.0% 0.0% 100.0%
Qther occasion 17 11 6 15 2 7 6 2 [} 11 S 2 7 7 1 16 3 3 4 17
21.0% 17.5% 33.3% 23.8% 20.0% 25.9% 21.4% 12.5% 15.0% 26.8% 33.3% 24.1% 17.5% 16.7% 21.9% 15.8% 25.0% 17.4% 21.0%
100% 64.7% 35.3% 88.2% 11.8% 41.2% 35.3% 11.8% 35.3% 64.7% 11.8% 41.2% 41.2% 5.9% 94.1% 17.6% 17.6% 23.5% 100.0%
No answer 2 2 0 2 0 2 4] 0 2 0 0 2 0 4] 2 0 1) 0 2
2.5% 3.2 0.0% 3.2% 0.0% 7.4% 0.0% 0.0% 5.0% 0.0% 0.0% 6.9% 0.0% 0.0% 2.7% 0.0% 0.0% 0.0% 2.5%
100% 100.0% 0.0% 100.0% 0.0% 100.0% 0.0% 0.0% 100.0% 0.0% 0.0% 100.0% 0.0% 0.0% 100.0% 0.0% 0.0% 0.0% 100.0%
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CIGAR NON-SMOKER STUDY

Q3. If you have ever tried cigar smoking, which of the following best describes the occasion. - Second time you tried
Base: Ever smoked (Q.2 Codes 2-6)

Total

Relaxing with friends

At a party

At a bar

Sacializing with

business associates

At a wedding

By myself

Other occasion

No answer

¥88000 WVO
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NFO #37102-010101

GENDER AGE INCOME MARITAL STATUS CATALOG INFO

HEAVY
MARIED DIVRCE/ HEAVY SPEND EVER
$75K- MARIED  NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL  MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS
81 63 18 63 10 27 28 16 40 41 6 29 40 6 73 19 12 23 81
100% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
100% 77.8% 22.2% 77.8% 12.3% 33.3% 34.6% 19.8% 49.4% 50.6% 7.4% 35.8% 49.4% 7.4% 90.1% 23.5% 14.8% 28.4% 100.0%
18 12 7 17 2 9 6 2 11 8 1 8 9 1 17 4 3 6 19
23.5% 19.0% 38.9% 27.0% 20.0% 33.3% 21.4% 12.5% 27.5% 19.5% 16.7% 27.6% 22.5% 16.7% 23.3% 21.1% 25.0% 26.1% 23.5%
100%¥ 63.2% 36.8% 89.5% 10.5% 47.4% 31.6% 10.5% 57.9% 42.1% 5.3% 42.1% 47.4% 5.3% 89.5% 21.1% 15.8% 31.6% 100.0%
13 13 0 7 3 3 2 5 8 5 0 5 8 0 12 1 1 2 13
16.0% 20.6% 0.0% 11.1% 30.0% 11.1% 7.1% 31.3% 20.0% 12.2% 0.0% 17.2% 20.0% 0.0% 16.4% 5.3% 8.3% 8.7% 16.0%
100% 100.0% 0.0% 53.8% 23.1% 23.1% 15.4% 38.5% 61.5% 38.5% 0.0% 38.5% 61.5% 0.0% 92.3% 7.7% 7.7% 15.4% 100.0%
10 7 3 8 3 4 2 1 8 2 1 6 1 2 10 2 0 5 10
12.3% 11.1% 16.7% 12.7% 30.0% 14.8% 7.1% 6.3% 20.0% 4.9% 16.7% 20.7% 2.5% 33.3% 13.7% 10.5% 0.0% 21.7% 12.3%
100% 70.0% 30.0% 80.0% 30.0% 40.0% 20.0% 10.0% 80.0% 20.0% 10.0% 60.0% 10.0% 20.0% 100.0%¥ 20.0¥ 0.0% 50.0% 100.0%
8 8 0 6 0 3 3 2 5 3 0 3 5 [ 7 3 3 2 8
9.9% 12.7% 0.0% 9.5% 0.0% 11.1% 10.7% 12.5% 12.5% 7.3% 0.0% 10.3% 12.5% 0.0% 9.6% 15.8% 25.0% 8.7% 9.9%
100% 100.0% 0.0% 75.0% 0.0% 37.5% 37.5% 25.0% 62.5% 37.5% 0.0% 37.5% 62.5% 0.0% 87.5% 37.5% 37.5% 25.0% 100.0%
7 0 7 3 3 1 0 6 1 1 S 0 1 7 0 0 1 7
8.6% 11.1% 0.0% 11.1% 30.0% 11.1% 3.6% 0.0% 15.0% 2.4% 16.7% 17.2% 0.0% 16.7% 9.6% 0.0% 0.0% 4.3% B8.6%
100% 100.0% 0.0% 100.0% 42.9% 42.9% 14.3% 0.0% 85.7% 14.3% 14.3% 71.4% 0.0% 14.3% 100.0% 0.0% 0.0% 14.3% 100.0%
4 3 1 3 0 2 1 1 3 1 0 2 2 0 4 2 0 1 4
4.9% 4.8% 5.6% 4.8% 0.0% 7.4% 3.6% 6.3% 7.5% 2.4% 0.0% 6.9% 5.0% 0.0% 5.5% 10.5% 0.0% 4.3% 4.9%
100% 75.0% 25.0% 75.0% 0.0% 50.0% 25.0% 25.0% 75.0% 25.0% 0.0% 50.0% 50.0% 0.0% 100.0%¥ 50.0% 0.0¥ 25.0% 100.0%
18 13 5 15 2 7 3 9 9 1 8 7 2 18 3 2 2 18
22.2% 20.6% 27.8% 23.8% 20.0% 25.9% 21.4% 18.8% 22.5% 22.0% 16.7% 27.6% 17.5% 33.3% 24.7% 15.8% 16.7% 8.7% 22.2%
100% 72.2% 27.8% 83.3% 11.1%¥ 38.9% 33.3%¥ 16.7% 50.0% 50.0% 5.6% 44.4% 38.9% 11.1% 100.0% 16.7% 11.1% 11.1% 100.0%
23 17 6 20 4 9 7 3 9 14 2 10 11 0 19 5 - 4 7 23
28.4% 27. 33.3% 31.7% 40.0% 33.3% 25.0% 18.8% 22.5% 34.1% 33.3% 34.5% 27.5% 0.0% 26.0% 26.3% 33.3% 30.4% 28.4%
100% 73.9% 26.1% L0% 17.4% 39.1% 30.4% 13.0% 39.1% 60.9% 8.7% 43.5% 47.8% 0.0% 82.6% 21.7% 17.4% 30.4% 100.0%
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Total

Relaxing with friends

At a party

At a bar

Socializing with

business associates

By myself

At a wedding

Other occasion
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CIGAR NON-SMOKER STUDY
Q3. If you have ever tried cigar smoking, which of the following best describes the occasion.

Base: Ever smoked (Q.2 Codes 2-6)

- First/Second time you tried

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY

MARIED DIVRCE/ HEAVY SPEND EVER
$75K- MARIED  NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS
81 63 18 63 10 27 28 16 40 41 6 29 40 6 73 19 12 23 81
100% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
100% 77.8% 22.2% 77.8% 12.3% 33.3% 34.6% 19.8% 49.4% 50.6% 7.4% 35.8% 49.4%  7.4% 90.1% 23.5% 14.8% 28.4% 100.0%
42 31 11 32 [ 18 9 g 22 20 2 i8 21 1 37 12 9 12 412
51.9% 49.2% 61.1% 50.8% 60.0% 66.7% 32.1% 56.3% 55.0% 48.8% 33.3% 62.1% 52.5% 16.7% 50.7% 63.2% 75.0% 52.2% 51.9%
160% 73.8% 26.2% 76.2% 14.3% 42.9% 21.4% 21.4% 52.4% 47.6% 4.8% 42.9% 50.0% 2.4% 88.1% 28.6% 21.4% 28.6% 100.0%
24 21 3 15 4 8 4 8 16 8 1 9 13 1 22 3 2 6 24
29°6% 33.3% 16.7% 23.8% 40.0% 29.6% 14.3% 50.0% 40.0% 19.5% 16.7% 31.0% 32.5% 16.7% 30.1% 15.8% 16.7% 26.1% 29.6%
100% 87.5% 12.5% 62.5% 16.7% 33.3% 16.7% 33.3% 66.7% 33.3% 4.2% 37.5% 54.2% 4.2% 91.7% 12.5% 8.3% 25.0% 100.0%
18 13 5 14 4 6 5 3 14 4 2 9 5 2 18 3 1 7 18
22.2% 20.6% 27.8% 22.2% 40.0% 22.2% 17.9% 18.8% 35.0% 9.8% 33.3% 31.0% 12.5%  33.3% 24.7% 15.8% 8.3% 30.4% 22.2%
100% 72.2% 27.8% 77.8% 22.2% 33.3% 27.8% 16.7% 77.8% 22.2% 11.1% 50.0% 27.8% 11.1% 100.0% 16.7% 5.6% 38.9% 100.0%
14 14 0 10 0 4 6 4 5 9 1 4 8 1 13 4 4 4 14
1773% 22.2% 0.0% 15.9% 0.0% 14.8% 21.4% 25.0% 12.5% 22.0% 16.7% 13.8% 20.0% 16.7% 17.8% 21.1% 33.3% 17.4% 17.3%
100% 100.0% 0.0% 71.4% 0.0% 28.6% 42.9% 28.6% 35.7% 64.3% 7.1% 28.6% 57.1% 7.1% 92.9% 28.6% 28.6% 28.6% 100.0%
10 9 1 6 0 2 4 4 4 6 0 3 6 1 8 3 1 5 10
12.3% 14.3% 5.6% 9.5% 0.0% 7.4% 14.3% 25.0% 10.0% 14.6%¥ 0.0% 10.3% 15.0% 16.7% 11.0% 15.8% 8.3% 21.7% 12.3%
100X 00.0% 10.0% 60.0% 0.0% 20.0% 40.0% 40.0% 40.0% 60.0% 0.0% 30.0% 60.0% 10.0% 80.0% 30.0% 10.0% 50.0% 100.0%
7 7 0 7 3 3 1 0 6 1 1 5 0 1 7 0 0 1 7
8.6% 11.1% 0.0% 11.1% 30.0% 11.1% 3.6% 0.0% 15.0% 2.4% 16.7% 17.2% 0.0% 16.7% 9.6% 0.0% 0.0% 4.3% 8.6%
100% 100.0% ©0.0% 100.0% 42.9% 42.9% 14.3% 0.0% B85.7% 14.3% 14.3% 71.4% 0.0% 14.3% 100.0% ©0.0% 0.0% 14.3% 100.0%
25 18 7 20 3 9 8 S 11 14 2 10 11 2 24 6 5 5 25
30°9% 28.6% 38.9% 31.7% 30.0% 33.3% 28.6% 31.3% 27.5% 34.1% 33.3% 34.5% 27.5% 33.3% 32.9% 31.6% 41.7% 21.7% 30.9%
160% 72.0% 28.0% 80.0% 12.0% 36.0% 32.0% 20.0% 44.0% 56.0% 8.0% 40.0% 44.0% B8.0% 96.0% 24.0% 20.0% 20.0% 100.0%
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Q4. Do you have any friends or family members who smoke cigars?

Base: Total Respondents

CIGAR NON-SMOKER STUDY

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY
MARIED DIVRCE/ HEAVY SPEND EVER
$75K~ MARIED SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL  MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS
Total 206 102 104 157 29 62 75 39 110 96 14 74 103 15 191 43 22 47 81
100% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
100% 49.5% 50.5% 76.2% 14.1% 30.1% 36.4% 18.9% 53.4% 46.6% 6.8% 35.9% 50.0% 7.3% 92.7% 20.9% 10.7% 22.8% 39.3%
Net - Friends 75 38 37 61 11 29 24 11 39 36 9 26 37 3 71 16 9 25 39
36.4% 37.3% 35.6% 38.9% 37. 46.8% 32.0% 28.2% 35.5% 37.5% 64.3% 35.1% 35.9% 20.0% 37.2% 37.2% 40.9% 53.2% 48.1%
100% 50.7% 49.3% 81.3% 14.7% 38.7% 32.0% 14.7% 52.0% 48.0% 12.0% 34.7% 49.3% 4.0% 94.7% 21.3% 12.0% 33.3% 52.0%
Personal friends, not 53 31 22 41 9 18 17 9 31 22 7 19 25 2 51 8 6 15 30
very close 25.7% 30.4% 21.2% 26.1% 31.0% 29.0% 22.7% 23.1% 28.2% 22.9% 50.0% 25.7% 24.3% 13.3% 26.7% 18.6% 27.3% 31.9% 37.0%
100% S58.5% 41.5% 77. 4% 17.0% 34.0% 32.1% 17.0% 58.5% 41.5% 13.2% 35.8% 47.2% 3.8% 96.2% 15.1% 11.3% 28.3%¥ 56.6%
Close persaonal friends 38 16 22 34 5 16 14 3 15 23 6 12 18 2 35 12 7 16 18
8.4% 15.7% 21.2% 21.7% 17.2% 25.8% 18.7% 7.7% 13.6% 24.0% 42.9% 16.2% 17.5% 13.3% 18.3% 27.9% 31.8% 34.0% 22.2%
100% 42.1% 57.9% 89.5% 13.2% 42.1% 36.8¢ 7.9% 39.5% 60.5% 15.8% 31.6% 47.4% 5.3% 92.1% 31.6% 18.4% 42.1% 47.4%
Business associates 44 31 13 31 7 10 17 10 16 28 4 13 24 3 42 13 9 16 28
21.4% 30.4% 12.5% 19.7% 24.1% 16.1% 22.7% 25.6% 14.5% 29.2% 28.6% 17.6% 23.3% 20.0% 22.0% 30.2% 40.9% 34.0% 34.6%
100% 70.5% 29.5% 70.5% 15.9% 22.7% 38.6% 22.7% 36.4% 63.6% 9.1% 29.5% 54.5% 6.8% 95.5% 29.5% 20.5% 36.4% 63.6%
Net - Family members/ 43 21 22 34 8 13 15 7 21 22 4 18 20 1 41 12 5 15 19
Lelalms 0.9 20.6% 21.2% 21.7% 27.6% 21.0% 20.0% 17.9% 19.1% 22.9% 28.6% 24.3% 19.4% 6.7% 21.5% 27.9% 22.7% 31.9% 23.5%
100% 48.8% 51.2% 79.1% 18.6% 30.2% 34.9% 16.3% 48.8% 51.2% 9.3% 41.9% 46.5% 2.3% 95.3% 27.9% 11.6% 34.9% 44.2%
Other relatives 27 16 11 19 6 8 7 6 12 15 1 14 11 1 25 5 3 10- 16
13.1% 15.7% 10.6% 12.1% 20.7% 12.9% 9.3% 15.4% 10.9% 15.6% 7.1% 18.9% 10.7% 6.7% 13.1%¥ 1i.6% 13.6% 21.3% 19.8%
100% 59.3% 40.7% 70.4% 22.2% 29.6% 25.9% 22.2% 44.4% 55.6% 3.7% 51.9% 40.7% 3.7% 92.6% 18.5% 11.1% 37.0% 59.3%
Immediate family 19 9 10 15 4 5 6 4 10 9 3 6 10 0 19 7 2 [ 6
members, not living in 9.2% 8.8% 9.6% 9.6% 13.86 8.1% 8.0% 10.3% 9.1% 9.4% 21.4% 8.1% 9.7% 0.0% 9.9% 16.3% 9.1% 12.8% 7.4%
household with you 100% 47.4% 52.6% 78.9% 21.1% 26.3% 31.6% 21.1% S52.6% 47.4% 15.8% 31.6% 52.6% 0.0% 100.0% 36.8% 10.5% 31.6% 31.6%
Inmediate family 6 1 5 4 1 1 2 2 1 5 0 2 4 0 6 1 [¢] 2 2
members living In 9% 1.0 4.8% 2.5% 3.4% 1.6 2.7% S5.1% 0.9% 5.2% 0.0% 2.7% 3.9% 0.0% 3.1% 2.3% 0.0% 4.3% 2.5%
household with you 100% 16.7% 83.3% 66.7% 16.7% 16.7% 33.3% 33,3% 16.7% 83.3% 0.0% 33.3% 66.7% 0.0%¥ 100.0% 16.7% 0.0% 33.3% 33.3%
Other 12 9 3 9 3 5 1 3 6 6 1 4 7 [} 12 3 3 7 9
5.8 8.8% 2.9% 5.7% 10.3% I 1.3% 0 7.7%  5.5%  6.3%  7.1% 5.4 6.8 0.0% 6.3% 7.0% 13.6% 14.9% 11.1%
100% 75.0% 25.0% 75.0% 25.0% 41.7% 8.3% 25.0% 50.0% 50.0% B8.3% 33.3% 58.3% 0.0% 100.0% 25.0% 25.0% 58.3% 75.0%
Don’t know anyone who 91 41 S0 65 11 21 38 20 52 39 3 33 47 8 82 13 [ 12 24
smokes cigars 4.2% 40.2% 48.1% 41.4% 37.9% 33.9% 50.7% S51.3% 47.3% 40.6% 21.4% 44.6% 45.6% 53.3% 42.9% 30.2% 27.3% 25.5% 29.6%
100% 45.1% 54.9% 71.4% 12.1% 23.1% 41.8% 22.0% 57.1% 42.9% 3.3% 36.3% 51.6% 8.8% 90.1% 14.3% 6% 13.2% 26.4%
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Q5. Which of the following activities do you engage in? - Ever Done

Base: Total Respondents

Total
Domestic vacations
Stay in Tuxury hotels

Eat in expensive
restaurants

Prink fine wines
Foreign vacations

Buy gourmet food to eat
at home/elsewhere

Buy expensive clothing
Buy expensive gifts
Own luxury car

Have a massage

Have a manicure or
facial

Buy custom-made
clothing

Drink single-malt
scotch/small-batch
bourbon

No answer

NFO #37102-010101

CONFIDENTIAL:
UNDER PROTECTIVE OR

CAM 000887

CIGAR NON-SMOKER STUDY

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY
MARIED DIVRCE/ HEAVY SPEND EVER
$75K- MARIED NO SEP/ CATLOG SPEND KEY HEAVY SMOKED
TOTAL MEN WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT INDLGR CIGARS -
206 102 104 157 29 75 39 110 96 14 74 15 191 43 22 47 81
100% 100 O% 100.0% 100 0% 100.0% 100 O% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100 0% 100 0% 100.0% 100.0% 100.0% 100.0% 100.0%
100% 50.5% 6.2% 14.1% 30.1% 36.4% 18.9% 53.4% 46. 6% 6.8% 35.9% 0% 92.7% 20.9% 10.7% 22.8% 39.3%
186 90 96 140 24 558 69 37 95 91 12 65 94 15 175 42 22 46 73
90.3% 88.2% 92.3% 89.2% 82.8% 88.7% 92.0% 94.9% 86.4% 94.8% 85.7% 87.8% 91.3% 100.0% a1.6% 97.7% 100.0% 97.9% 90.1%
100% 48.4% S1.6% 75.3% 12.9% 29.6% 37.1% 19.9% 51.1% 48.9% 6.5% 34.9% 50.5% 8.1% 94.1% 22.6% 11.8% 24.7% 39.2%
181 93 88 136 22 57 64 37 94 87 13 63 90 15 71 40 21 4 76
87.9% 91.2% 84.6% B86.6% 75.9% 91.9% 85.3% 94.9% 85.5% 90.6% 92.9% 85.1% 87.4% 100.0% 89.5% 93.0% 95.5% 100.0% 93.8%
100% 51.4% 48.6% 75.1% 12.2% 31.5% 35.4% 20.4% §$1.9% 48.1% 7.2% 34.8% 49.7% 8.3% 94.5% 22.1% 11.6% 26.0% 42.0%
176 89 87 132 26 52 62 35 89 87 12 65 84 15 166 41 22 45 71
85.4% 87.3% 83.7% 84.1% 89.7% 83.9% 82.7% 89.7% 80.9% O0.6% 85.7% 87.8% 81.6% 100.0% 86.9% 95.3% 100.0% 95.7% 87.7%
100% 50.6% 49.4% 75.0% 14.8% 29.5% 35.2% 19.9% 50.6% 49.4% 6.8% 36.9% 47.7% 8.5% 94.3% 23.3% 12.5% 25.6% 40.3%
158 86 72 120 20 47 58 33 80 78 11 56 77 14 149 40 21 43 70
76.7% 84.3% 69.2% 76.4% 69.0% 75.8% 77.3% 84.6% 72.7% 81.3% 78.6% 75.7% 74.8% 93.3% 78.0% 93.0% 95.5% 91.5% 86.4%
100% 54.4% 45.6% 75.9% 12.7% 29.7% 36.7% 20.9% S0.6% 49.4% 7.0% 35.4% 48.7% 8.9% 94.3% 25.3% 13.3% 27.2% 44.3%
154 79 75 116 18 45 58 32 75 79 10 52 79 13 147 35 19 42 60
74.8% 77.5% 72.1% 73.9% 62.1% 72.6% 77.3% 82.1% 68.2% 82.3% 71.4% 70.3% 76.7% 86.7% 77.0% 81.4% 86.4% 89.4% 74.1%
100% 51.3% 48.7% 75.3% 11.7% 29.2% 37.7% 20.8% 48.7% 51.3% 6.5% 33.8% 51.3% L4% O5.5% 22.7% 12.3% 27.3% 39.0%
153 77 76 113 21 42 56 33 80 73 10 54 75 14 146 39 20 44 63
74.3% 75.5% 73.1% 72.0% 72.4% 67.7% 74. 7% 84.6% 72.7% 76.0% 71.4% 73.0% 72.8% 93.3% 76.4% 90.7% 90.9% 93.6% 77.8%
100% 50.3% 49.7% 73.9% 13.7% 27.5% 36.6% 21.6% 52.3% 47.7% 6.5% 35.3% 49.0% 9.2% 95.4% 25.5% 13.1% 28.8% 41.2%
150 73 77 114 18 47 54 30 74 76 10 52 75 13 141 35 18 44 62
72.8% 71.6% 74.0% 72.6% 62.1% 75.8% 72.0% 76.9% 67.3% 79.2% 71.4% 70.3% 72.8% 86.7% 73.8% 81.4% 81.8% 93.6% 76.5%
100% 48.7% 51.3% 76.0% 12.0% 31.3% 36.0% 20.0% 49.3% 50.7% 6.7% 34.7% 50.0% 8.7% 94.0% 23.3% 12.0% 29.3% 41.3%
131 67 64 100 20 40 45 25 6l 70 10 44 65 12 126 32 17 43 55
3.6% 65.7% 61.5% 63.7% 69.0% 64.5% 60. 0% 64.1% 55.5% 72.9% 71.4% 59.5% 63.1% 80.0% 66.0% 74.4% 77.3% 91.5% 67.9%
100% 51.1% 48.9% 76.3% 15.3% 30.5% 34.4% 19.1% 46.6% 53.4% 7.6% 33.6% 49.6% 9.2% 96.2% 24.4% 13.0% 32.8% 42.0%
120 3 57 87 12 33 45 29 61 59 6 39 66 g 115 28 16 39 46
58.3% 61.8% 54.8% 55.4% 41.4% 53.2% 60.0% 74.4% 55.5% 61.5% 42.9% 52.7% 64.1% 60.0% 60.2% 65.1% 72. 7% 83.0% 56.8%
100% 52.5% 47.5% 72.5% 10.0% 27.5% 37.5% 24.2% 50.8% 49.2% 5.0% 32.5% 55.0% 7.5 95.8% 23.3% 13.3% 32.5% 38.3%
111 42 69 88 14 38 40 18 : 61 S0 9 42 49 11 108 27 14 32 44
$3.9% 41.2% 66.3% 56.1% 48.3% 61.3% 53.3% 46.2% 55.5% 52.1% 64.3% S6.8% 47.6% 73.3% 56.5% 62.8% 63.6% 68.1% 54.3%
100% 37.8% 62.2% 79.3% 12.6% 34.2% 36.0% 16.2% 55.0% 45.0% 8.1% 37.8% 44.1% 9.9% 97.3% 24.3% 12.6% 28.8% 39.6%
102 28 74 79 16 31 36 18 56 46 7 37 48 10 100 22 11 31 31
49.5% 27.5% 71.2% 50.3% 55.2% 50.0% 48.0% 46.2% 50.9% 47.9% S0.0% 50.0% 46.6% 66.7% 52.4% 51.2% 50.0% 66.0% 38.3%
100% 27.5% 72.5% 77.5% 15.7% 30.4% 35.3% 17.6% 54.9% 45.1% 6.9% 36.3% 47.1% 9.8 98.0% 21.6% 10.8% 30.4% 30.4%
83 1 42 66 8 26 33 15 45 38 5 31 40 7 81 23 13 30 37
40.3% 40.2% 40.4% 42.0% 27.6% 41.9% 44.0% 38.5% 40.9% 39.6% 35.7% 41.9% 38.8% 46.7% 42.4% 53.5% 59.1% 63.8% 45.7%
100% 49.4% 50.6% 79.5% g.6% 31.3% 39.8% 18.1% 54.2% 45.8% 0% 37.3% 48.2% 8.4% 97.6% 27.7% 15.7% 36.1% 44.6%
1 48 33 57 8 22 29 21 39 42 3 29 44 5 80 21 10 27 41
39.3% 47.1% 31.7% 36.3% 27.6% 35.5% 38.7% 53.8% 35.5% 43.8% 21.4% 39.2% 42.7% 33.3% 41.9% 48.8% 45.5% 57.4% 50.6%
100% 59.3% 40.7% 70.4% 9.9% 27.2% 35.8% 25.9% 48.1% S51.9% 3.7% 35.8% 54.3% 6.2% 98.8% 25.9% 12.3% 33.3% 50.6%
7 5 2 7 0 4 3 0 3 0 4 3 4] 4 0 0 0 4
3.4% 4.9% 1.9% 4.5% 0.0% 6.5% 4.0% 0.0% 696 3.1% 0.0% 5.4% 2.9% 0.0% 2.1% 0.0% 0.0% 0.0% 4, 9%
100% 71.4% 28.6% 100.0% 0.0% 57.1% 42.9% 0.0% 57.1% 42.9% 0.0% 57.1% 42.9% 0.0% 57.1% 0.0% 0.0% 0.0% 57.1%
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CIGAR NON-SMOKER STUDY

Q5. Which of the following activities do you engage in? - Do Regularly

Base: Total Respondents
GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY
MARIED DIVRCE/ HEAVY SPEND EVER
$75K— MARIED  NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL  MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS
Total 206 102 104 157 29 62 39 110 96 14 74 103 15 191 43 22
100% 100.0% 100.0% 100.0% 100.0% 100.0% 100 0% 100. 0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100. 0% 100.0% 100.0% 100 0% 100. 0%
100% 49.5% 50.5% 76.2% 14.1% 30.1% 36.4% 18.9% 53.4% 46.6% 6.8% 35.9% 50.0% 7.3% 92 20.9% 10.7% 22.8% 39.3%
Net - Regularly Does 4+ 47 23 24 35 5 9 21 12 19 28 4 14 24 5 44 19 10 47 23
of the fallowing 22.8% 22.5% 23.1% 22.3% 17.2% 14.5% 28.0% 30.8% 17.3% 29.2% 28.6% 18.9% 23.3% 33.3% 23.0% 44.2% 45.5% 100.0X 28.4%
activities 100% 48.9% 51.1% 74.5% 10.6% 19.1% 44.7% 25.5% 40.4% 59.6% 8.5% 29.8% 51.1% 10.6% 93.6% 40.4% 21.3% 100.0% 48.9%
Domestic vacatians g1 45 416 68 12 31 28 20 41 50 7 32 46 6 84 22 9 37 40
44.2% 44.1% 44.2% 43.3% 41.4% 50.0% 37.3% 51.3% 37.3% 52.1% 50.0% 43.2% 44.7% 40.0% 44.0% 51.2% 40.9% 78.7% 49.4%
100% 49.5% 50.5% 74.7% 13.2% 34.1% 30.8% 22.0% 45.1% S4.9% 7.7% 35.2% 50.5% 6.6% 92.3% 24.2% 9.9% 40.7% 44.0%
Drink fine wines 52 25 27 37 6 15 17 14 21 31 4 18 25 S 49 15 7 25 23
25.2% 24.5% 26.0% 23.6% 20.7% 24.2% 22.7% 35.9% 19.1% 32.3% 28.6% 24.3% 24.3% 33.3% 25.7% 34.9% 31.8% 53.2% 28.4%
100% 48.1% 51.9% 71.2% 11.5% 28.8% 32.7% 26.9% 40.4% 59.6% 7.7% 34.6% 48.1% 9.6% 94.2% 28.8% 13.5% 48.1% 44.2%
Eat in expensive 44 29 15 31 6 8 18 12 14 30 4 11 24 5 41 14 9 31 23
restaurants 21.4% 28.4% 14.4% 19.7% 20.7% 12.9% 24.0% 30.8% 12.7% 31.3% 28.6¥% 14.9% 23.3% 33.3% 21.5% 32.6% 40.9% 66.0% 28.4%
100% 65.9% 34.1% 70.5% 13.6% 18.2% 40.9% 27.3% 31.8% 68.2% 9.1% 25.0% 54.5% 11.4% 93.2% 31.8% 20.5% 70.5% 52.3%
Own luxury car 42 23 19 24 S 6 14 17 18 24 2 12 25 3 38 10 7 24 16
20.4% 22.5% 18.3% 15.3% 17.2% 9.7% 18.7% 43.6% 16.4% 25.0% 14.3% 16.2% 24.3% 20.0% 19.9% 23.3% 31.8% 51.1% 19.8%
100% S54.8% 45.2% 57.1% 11.9% 14.3% 33.3% 40.5% 42.9% 57.1% 4.8% 28.6% 59.5% 7.1% 90.5% 23.8% 16.7% 57.1% 38.1%
Buy gourmet food to eat 41 22 19 30 4 13 13 11 19 22 4 16 15 6 38 18 11 28 22
at home/elsewhere 19.9% 21.6% 18.3% 19.1% 13.8% 21.0% 17.3% 28.2% 17.3% 22.9% 28.6% 21.6% 14.6% 40.0% 19.9% 41.9% 50.0% 59.6% 27.2%
100% 53.7% 46.3% 73.2% 9.8% 31.7% 31.7% 26.8% 46.3% 53.7% 9.8% 39.0% 36.6% 14.6% 92.7% 43.9% 26.8% 68.3% 53.7%
Buy expensive gifts 38 21 17 26 4 T 12 11 15 23 4 11 19 4 35 15 9 30 20
18.4% 20.6% 16.3% 16.6% 13.8% 17.7% 16.0% 28.2% 13.6% 24.0% 28.6% 14.9% 18.4% 26.7% 18.3% 34.9% 40.9% 63.8% 24.7%
100% 55.3% 44.7% 68.4% 10.5% 28.9% 31.6% 28.9% 39.5% 60.5% 10.5% 28.9% 50.0% 10.5% 92.1% 39.5% 23.7% 78.9% 52.6%
Stay in luxury hotels 37 22 15 27 2 12 14 g 11 26 2 12 20 3 33 16 7 28 21
18.0% 21.6% 14.4% 17.2% 6.9% 19.4% 18.7% 23.1% 10.0% 27.1% 14.3% 16.2% 19.4% 20.0% 17.3% 37.2% 31.8% 59.6% 25.9%
100% 59.5% 40.5% 73.0% S.4% 32.4% 37.8% 24.3% 29.7% 70.3% 5.4% 32.4% 54.1% B.1% 89.2% 43.2% 18.9% 75.7% 56.8%
Buy expensive clothing 34 14 20 21 3 6 13 11 1 23 3 7 19 5 30 11 6 23 10
16.5% 13.7% 19.2% 13.4% 10.3% 9.7% 17.3% 28.2% 10.0% 24.0% 21.4% 9.5% 18.4% 33.3% 15.7% 25.6% 27.3% 48.% 12.3%
100% 41.2% 58.8% 61.8% 8.8% 17.6% 38.2% 32.4% 32.4% 67.6% 8.8% 20.6% 55.9% 14.7% 88.2% 32.4% 17.6% 67.6% 29.4%
Foreign vacations 26 16 10 16 2 3 11 10 10 16 2 5 17 2 23 6 4 19 14
12.6% 15.7% 9.6% 10.2% 6.9% 4.8% 14.7% 25.6% 9.1% 16.7% 14.3% 6.8% 16.5% 13.3% 12.0% 14.0% 18.2% 40.4% 17.3%
100% 61.5% 38.5% 61.5% 7.7% 11.5% 42.3% 38.5% 38.5% 61.5% 7.7% 19.2% 65.4% 7.7% B88.5% 23.1% 15.4% 73.1%¥ 53.8%
Have a manicure or 25 3 22 21 4 5 13 3 16 9 2 7 13 3 25 8 6 11 9
facial 12. 1% 2.9% 21.2% 13.4% 13.8% 8.1¥ 17.3% 7.7% 14.5% 9.4% 14.3% 9.5% 12.6% 20.0% 13.1% 18.6% 27.3% 23.4% 11.1%
100% 12.0% 88.0% 84.0% 16.0% 20.0% 52.0% 12.0% 64.0% 36.0% 8.0% 28.0% 52.0% 12.0% 100.0% 32.0% 24.0% 44.0% 36.0%
Have a massage 15 4 11 12 4 2 7 2 8 7 4 3 6 2 15 S 3 9 8
7.3% 3.9 10.6% 7.6% 13.8% 3.2% 9.3% S.1%  7.3% 7.3% 28.6% 4.1% 5.8%¢ 13.3% 7.9% 11.6% 13.6% 19.1% 9.9%
100% 26.7% 73.3% 80.0% 26.7% 13.3% 46.7% 13.3% 53.3% 46.7% 26.7% 20.0% 40.0% 13.3% 100.0% 33.3% 20.0% 60.0% 53.3%
Drink single-malt 10 6 4 S 1 0 4 S 5 5 0 2 6 2 10 2 0 8 7
scotch/small-batch 4.9% 5.9% 3.8% 3.2% 3.4% 0.0% 5.3 12.8% 4.5% 5.2 0.0% 2.7% 5.8% 13.3% 5.2% 4.7% 0.0% 17.0% 8.6%
bourbon 100% 60.0% 40.0% 50.0% 10.0% 0.0% 40.0% 50.0% 50.0% 50.0% 0.0% 20.0% 60.0% 20.0% 100.0% 20.0% 0.0% 80.0% 70.0%
Buy custom-made 9 6 3 6 0 0 6 3 3 6 1 3 4 1 8 4 4 8 6
clothing 4.4% 5.9% 2.9% 3.8 0.0% 0.0% 8.0% 7.7% 2.7% 6. 3% 7.1%  4.1% 3.9% 6.7% 4.2% 9.3% 18.2% 17.0% 7.4%
100% 66.7% 33.3% 66.7% 0.0% 0.0% 66.7% 33.3% 33.3% 66.7% 11.1% 33.3% 44.4% 11.1% 88.9% 44.4% 44.4% B8B.9% 66.7%
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CIGAR NON-~SMOKER STUDY

Q5. Which of the following activities do you engage in? - Do Regularly

Base: Total Respondents

GENDER AGE

INCOME

MARITAL STATUS

CATALOG INFO

$75K- MARIED
MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS

HEAVY
HEAVY SPEND
CATLOG SPEND  KEY

MARIED DIVRCE/
NO SEP/

EVER
HEAVY SMOKED

TOTAL KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS
Total 206 102 104 157 29 62 75 39 110 96 14 74 103 15 191 43 22 47 81
100% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
100% 49.5% 50.5% 76.2% 14.1% 30.1% 36.4% 18.9% 53.4% 46.6X 6.8% 35.9% 50.0% 7.3% 92.7% 20.9% 10.7% 22.8% 39.3%
No answer 61 33 28 50 9 17 27 8 38 23 2 25 32 2 55 9 3 0 21
29.6% 32.4% 26.9% 31.8% 31.0% 27.4% 36.0% 20.5% 34.5% 24°0% 14.3% 33.8% 31.1% 13.3% 28.8% 20.9% 13.6% 0.0% 25.9%
100% 54.1% 45.9% B82.0% 14.8% 27.9% 44.3% 13.1% 62.3% 37.7% 3.3% 41.0% 52.5% 3.3% 90.2% 14.8% 4.9% 0.0% 34.4%
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Base: Total Respondents

CIGAR NON-SMOKER STUDY
Q5. Which of the following activities do you engage in? - Would Like To Do More Often

CENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY
MARIED DIVRCE/ HEAVY SPEND EVER
$75K~ MARIED SEP/ CATLOG SPEND KEY HEAVY SMOKED
TOTAL MEN WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT INDLGR CIGA
Tortal 206 102 104 157 29 62 75 39 110 96 14 74 103 15 191 43 22 47 81
100% 100. 0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
100% 49.5% 50.5% 76.2% 14.1% 30.1% 36.4% 18.9% 53.4% 46.6% 6.8% 35.9% 50.0% 7.3% 92.7% 20.9% 10.7% 22.8% 39.3%
Stay in Tuxury hotels 104 54 50 76 16 37 28 22 61 43 10 39 49 6 99 17 11 22 44
50.5% 52.9% 48.1% 48.4% 55.2% S59.7% 37.3% 56.4% 55.5% 44.8% 71.4% 52.7% 47.6% 40.0% 51.8% 39.5% S0.0% 46.8% 54.3%
100% S51.9% 48.1% 73.1% 15.4% 35.6% 26.9% 21.2% S8.7% 41.3% 9.6% 37.5% 47.1% S.8% 95.2% 16.3% 10.6% 21.2% 42.3%
Domestic vacations 104 59 45 78 15 27 40 21 5SS 49 6 33 56 9 98 18 11 15 43
50.5% 57.8% 43.3% 49.7% S1.7% 43.5% 53.3% 53.8% 50. 0% 5106 42.9% 44.6% S4.4% 60.0% 51.3% 41.9% 50.0%¥ 31.9% 53.1%
100% 56.7% 43.3% 75.0% 14.4% 26.0% 3B.5% 20.2% 52.9% 47.1% 5.8% 31.7% 53.8% 8.7% 94.2% 17.3% 10.6% 14.4% 41.3%
Foreign vacations 82 44 38 59 11 21 31 18 42 40 7 22 47 6 80 15 6 16 34
39.8% 43.1% 36.5% 37.6% 37.9% 33.9% 41.3% 46.2% 38.2% 41.7% S50.0% 29.7% 45.6% 40.0% 41.9% 34.9% 27.3% 34.0% 42.0%
100% 53.7% 46.3% 72.0% 13.4% 25.6% 37.8% 22.0% 51.2% 48.8% 8.5% 26.8% 57.3% 7.3% 97.6% 18.3% 7.3% 19.5% 41.5%
Eat in expensive 74 40 34 51 11 21 23 19 41 33 4 25 38 7 68 16 10 14 32
restaurants 35.9% 39.26 32.7% 32.5% 37.9% 33.9% 30.7% 48.7% 37.3% 34.4% 28.6% 33.8% 36.9% 46.7% 35.6% 37.2% 45.5% 29.8% 39.5%
100% 54.1% 45.9% 68.9% 14.9% 28.4% 31.1% 25.7% 55.4% 44.6% 5.4% 33.8% 51.4% 9.5% 91.9% 21.6% 13.5% 18.9% 43.2%
Have a massage 62 24 38 48 7 26 16 13 32 30 5 29 21 7 59 14 7 18 26
30.16 23.5% 36.5% 30.6% 24.1% 41.9% 21.3% 33.3% 29.1% 31.3% 35.7% 39.2% 20.4% 46.7% 30.9% 32.6% 31.8% 38.3% 32.1%
100% 38.7% 61.3% 77.4% 11.3% 41.0% 25.8% 21.0% 51.6% 48.4% 8.1% 46.8% 33.9% 11.3% 095.2% 22.6% 11.3% 29.0% 41.9%
Buy expensive clothing 59 30 29 43 9 20 16 14 33 26 4 22 28 5 56 11 7 15 29
28.6% 29.4% 27.9% 27.4% 31.0% 32.3% 21.3% 35.96 30.0% 27.1% 28.6% 29.7% 27.2% 33.3% 29.3% 25.6% 31.8% 31.9% 35.8%
100% 50.8% 49.2% 72.9% 15.3% 33.9% 27.1% 23.7% 55.9% 44.1% 6.8% 37.3% 47.5% 8.5% 94.9% 18.6% 11.9% 25.4% 49.2%
Own luxury car 52 32 20 37 6 13 20 13 29 23 4 11 33 4 50 14 8 13 24
25.2% 31.4% 19.2% 23.6% 20.7% 21.0% 26.7% 33.3% 26.4% 24.0% 28.6% 14.9% 32.0% 26.7% 26.2% 32.6% 36.4% 27.7% 29.6%
100% 61.5% 38.5% 71.2% 11.5% 25.0% 38.5% 25.0% 55.8% 44.2% 7.7% 21.2% 63.5% 7.7% 96.2% 26.9% 15.4% 25.0% 46.2%
Buy gourmet food to eat 52 28 24 37 [ 14 18 14 30 22 4 18 27 3 49 12 8 11 26
at home/elsewhere 5.2 27.5% 23.1% 23.6% 20.7% 22.6% 24.0% 35.9% 27.3% 22.9% 28.6% 24.3% 26.2% 20.0% 25.7% 27. 9% 36.4% 23.4% 32.1%
100% 53.8% 46.2% 71.2% 11.5% 26.9% 34.6% 26.9% 57.7% 42.3% 7.7% 34.6% 51.9% S.8% 94.2% 23.1% 15.4% 21.2% 50.0%
Brink fine wines 49 30 19 38 8 17 14 10 29 20 4 16 23 6 46 10 7 13 27
23.8% 29.4% 18.3% 24.2% 27.6% 27.4% 18.7% 25.6% 26.4% 20.8% 28.6% 21.6% 22.3% 40.0% 24.1% 23.3% 31.8% 27.7% 33.3%
100% 61.2% 38.8% 77.6% 16.3% 34.7% 2B.6% 20.4% 59.2% 40.8% 8.2% 32.7% 46.9% 12.2% 93.9% 20.4% 14.3% 26.5% 55.1%
Buy expensive gifts 46 21 25 34 7 14 15 10 22 24 3 18 22 3 44 8 3 11 19
22.3% 20.6% 24.0% 21.7% 24.1% 22.6% 20.0% 25.6% 20.0% 25.0% 21.4% 24.3% 21.4% 20.0% 23.0% 18.6% 13.6% 23.4% 23.5%
100% 45.7% 54.3% 73.9% 15.2% 30.4% 32.6% 21.7% 47.8% 52.2% 6.5% 39.1% 47.8% 6.5% 95.7% 17.4% 6.5% 23.9% 41.3%
Have a manicure or 42 9 33 29 S 17 8 12 23 19 3 17 20 2 40 9 3 14 9
facia 20.4% 8.8% 31.7% 18.5% 17.2% 27.4% 10.7% 30.8% 20.9% 19.8% 21.4% 23.0% 19.4% 13.3% 20.9% 20.9% 13.6% 29.8% 11.1%
100% 21.4% 78.6% 69.0% 11.9% 40.5% 19.0% 28.6% 54.8% 45.2% 7.1% 40.5% 47.6% 4.8% 95.2% 21.4% 7.1% 33.3% 21.4%
Buy custom-made 34 18 16 24 5 11 9 9 19 15 2 13 16 3 33 12 8 15 17
clothing 16.5% 17.6% 15.4% 15.3% 17.2% 17.7% 12.0% 23.1% 17.3% 15.6% 14.3% 17.6% 15.5% 20.0% 17.3% 27.9% 36.4% 31.9% 21.0%
100% 52.9% 47.1% 70.6% 14.7% 32.4% 26.5% 26.5% 55.9% 44.1% 5.9% 38.2% 1% B8.8% 97.1% 35.3% 23.5% 44.1% 50.0%
Drink single-malt 17 15 2 13 2 7 4 4 10 - 7 0 7 9 1 16 6 2 S 13
scotch/small-batch 8.3% 14.7% 1.9% 8.3% 6.9% 11.3% 5.3% 10.3% 9.1% 7.3% 0.0% 9. 5% 8.7% 6.7% 8.4% 14.0% 9.1% 10.6% 16.0%
bourbon 100% 88.2% 11.8% 76.5% 11.8% 41.2% 23.5% 23.5% 58.8% 41.2% 0.0% 41.2% 52.9% 5.9% 94.1% 35.3% 11.8% 29.4% 76.5%
No answer 41 17 24 36 4 15 18 23 18 2 17 19 3 35 7 4 10 15
19.9% 16.7% 23.1% 22.9% 13.8% 24.2% 24.0% 10.3% 20.9% 18.8% 14.3% 23.0% 18.4% 20.0% 18.3% 16.3% 18.2% 21.3% 18.5%
100% 41.5% 58.5% 87.8% 9.8% 36.6% 43.9% 9.8% 56.1% 43.9% 4.9% 41.5% 46.3% 7.3% 85.4% 17.1% 9.8% 24.4% 36.6%
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Q6. Through which, if any, of the following sources have you purchased ANY products or services in the past 12 month

Base: Total Respondents

Total

Net - Any sources

Catalog

TV advertisement

resgonded to directly
(800#)

Internet website

Mail solicitatien, non-

catalog

Magazine advertisement

resgonded to directly

TV home shopping clubs/
Qve PP 1

Telemarketing

Door-to-door
salesperson

No answer

168000 WVYD

HIAHO FAILDTLOU YIANN

NFO #37102-010101
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CIGAR NON-SMOKER STUDY

s? - Have Purchased

GENDER AGE INCOME MARITAL STATUS CATALOG INFO

HEAVY
MARIED DIVRCE/ HEAVY  SPEND EVER
$75K- MARIED  NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS
206 102 104 62 39 110 96 14 74 103 15 191 43 22 47 81
100% 100.0% 100.0% 100 0% 100 0% 100.0% 100 O% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
100% 49.5% 50.5% 76.2% 14.1% 30.1% 36.4% 18.9% 53.4% 46.6% 6.8% 35.9% 50.0% 7.3% 92.7% 20.9% 10.7% 22.8% 39.3%
175 84 91 137 24 57 63 30 94 81 13 59 89 14 171 42 22 42 63
85.0% 82.4% B87.5% B87.3% 82.8% 91.9% B84.0% 76.9% B85.5% 84.4% 92.9% 79.7% 86.4% 93.3% 89.5% 97.7% 100.0% 89.4% 77.8%
100% 48.0% 52.0% 78.3% 13.7% 32.6% 36.0% 17.1% 53.7% 46.3% 7.4% 33.7% 50.9% 8.0% 97.7% 24.0% 12.6% 24.0% 36.0%
58 70 88 124 20 53 58 26 84 74 11 S1 83 13 157 42 22 40 54
76.7% 68.6% B84.6% 79.0% 69.0% 85.5% 77.3% 66.7% 76.4% L1% 78.6% 68.9% B80.6% 86.7% 82.2% 97.7% 100.0% 85.1% 66.7%
100% 44.3% 55.7% 78.5% 12.7% 33.5% 36.7% 16.5% 53.2% 46.8% 7.0% 32.3% 52.5% 8.2% 99.4% 26.6% 13.9% 25.3% 34.2%
51 28 23 43 4 16 23 8 29 22 4 15 28 4 49 13 7 10 23
2478% 27.5% 22.1% 27.4% 13.8% 25.8% 30.7% 20.5% 26.4% 22.9% 28.6% 20.3% 27.2% 26.7% 25.7% 30.2% 31.8% 21.3% 28.4%
100% 54.9% 45.1% 84.3% 7.8% 31.4% 45.1% 15.7% 56.9% 43.1% 7.8% 29.4% 54,9% 7.8% 96.1% 25.5% 13.7% 19.6% 45.1%
47 28 19 37 6 14 19 8 20 27 2 14 25 6 46 15 10 13 22
22.8% 27.5% 18.3% 23.6% 20.7% 22.6% 25.3% 20.5% 18.2% 28.1% 14.3% 18. 9% 24.3% 40.0% 24.1% 34.9% 45.5% 27.7% 27.2%
100% 59.6% A40.4% 78.7% 12.8% 29.8% 40.4% 17.0% 42.6% 57.4% 4.3% 29.8% 53.2% 12.8% 97.9% 31.9% 21.3% 27.7% 46.8%
43 26 17 32 5 15 15 8 27 16 3 10 26 41 10 3 11 18
0.9% 25.5% 16.3% 20.4% 17.2% 24.2% 20.0% 20.5% 24.5% 16.7% 21.4% 13.5% 25.2% 26.7% 21.5% 23.3% 13.6% 23.4% 22.2%
100% 60.5% 39.5% 74.4% 11.6% 34.9% 34.9% 18.6% 62.8% 37.2% 7.0% 23.3% 60.5% 9.3% 95.3% 23.3% 7.0% 25.6% 41.9%
35 20 15 28 3 12 14 6 22 13 2 9 19 S 33 6 3 9 17
17.0% 19.6% 14.4% 17.8% 10.3% 19.4% 18.7% 15.4% 20.0% 13.5% 14.3% 12.2% 18. 4% 33.3% 17.3% 14.0% 13.6% 19.1% 21.0%
100% 57.1% 42.9% 80.0% 8.6% 34.3% 40.0% 17.1% 62.9% 37.1% 5.7% 25.7% 54.3% 14.3% 94.3% 17.1% 8.6% 25.7% 48.6%
34 14 20 27 S 6 17 6 16 18 3 8 19 4 32 [ 5 7 i1
6.5% 13.7% 19.2% 17.2% 17.2% 9.7% 22.7% 15.4% 14.5% 18.8% 21.4% 10.8% 18.4% 26.7% 16.8% 14.0% 22.7% 14.9% 13.6%
100% 41.2% 58.8% 79.4% 14.7% 17.6% 50.0% 17.6% 47.1% 52.9% 8.8% 23.5% 55.9% 11.8% 94.1% 17.6% 14.7% 20.6% 32.4%
22 12 10 16 0 5 11 6 13 9 0 6 14 2 21 9 3 8 7
10.7% 11.8% 9.6% 10.2% 0.0% 8.1% 14.7% 15.4% 11.8% 9.4% 0.0% 8.1¥ 13.6% 13.3% 11.0% 20.9% 13.6% 17.0% 8.6%
100% 54.5% 45.5% 72.7% 0.0% 22.7% 50.0% 27.3% 59.1% 40.9% 0.0% 27.3% 63.6% 9.1% 95.5% 40.9% 13.6% 36.4% 31.8%
i7 9 8 13 0 2 11 4 10 7 2 2 13 0 17 8 3 4 6
8.3% 8.8% 7.7% 8.3% 0.0% 3.2% 14.7% 10.3% 9.1% 7.3% 14.3%x 2.7% 12.6% 0.0% 8.9% 18.6% 13.6% 8.5% 7.4%
1008 52.9% 47.1% 76.5% 0.0% 11.8% 64.7% 23.5% 58.8% 41.2% 11.8% 11.8% 76.5% 0.0% 100.0% 47.1% 17.6% 23.5% 35.3%
31 13 20 S 5 12 9 16 15 1 15 14 1 20 1 [ 5 18
15.0% 17.6% 12.5% 12.7% 17.2% 8.1% 16.0% 23.1% 14.5% 15.6% 7.1% 20.3% 13.6% 6.7% 10.5% 2.3% 0.0% 10.6% 22.2%
100% 58.1% 41.9% 64.5% 16.1% 16.1% 38.7% 29.0% 51.6% 48.4% 3.2% 48.4% 45.2% 3.2% 64.5% 3.2% 0.0% 16.1% 58.1%
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CIGAR NON-SMOKER STUDY
Q6. Through which, if any, of the following sources have you purchased ANY products or services in the past 12 months? — Purchased 3 Times or More in Past Year

Base: Total Respondents

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
' HEAVY
MARTED DIVRCE/ HEAVY SPEND

EVER
$75K- MARIED  NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL  MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K 3100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS

Total 206 102 104 157 29 62 75 39 110 $6 14 74 10

100% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0!
100% 49.5% 50.5% 76.2% 14.1% 30.1¥ 36.4% 18.9% 53.4% 46.6% 6.8% 35.9% 50.0% 7.3%
Net = Any sources 111 37 42 55 56 10 55 8 110 39

45 66 89 14 18 38 38 19 33
53.9% 44.1% 63.5% S56.7% 48.3% 59.7% 56.0% 46.2% 50.0% 58.3% 71.4% 51.4% 53.4% 53.3% 57.6% 88.4% 86.4% 70.2% 48.1%
100% 40.5% 59.5% 80.2% 12.6% 33.3% 37.8% 16.2% 49.5% S50.5% 9.0% 34.2% 49.5% 7.2% 99.1% 34.2% 17.1% 29.7% 35.1%

Catalog 29 37 62% 80 11 34 38 16 48 51 9 33 50 7 37 19 31 . 32

3 15 191 43 22 47 81
100.0% 100.0% 100.0% 100.0% 100.0%
92.7% 20.9% 10.7% 22.8% 39.3%

®

99
48.1% 36.3% 59.6% 51.0% 37.9% 54.8% 50.7% 41.0% 43.6% 53.1% 64.3% 44.6% 48.5% 46.7% 51.8% 86.0% 86.4% 66.0% 39.5%
100% 37.4% 62.6% 80.8% 11.1% 34.3% 38.4% 16.2% 48.5% 51.5% 9.1% 33.3% 50.5% 7.1¥ 100.0% 37.4% 19.2% 31.3% 32.3%
Internet website 22 13 9 16 3 6 4 8 14 0 9 11 2 4 9

9 10 8
10.7% 12.7% 8.7% 10.2% 10.3% 14.5% 8.0% 10.3% 7.3% 14.6% 0.0% 12.2% 10.7% 13.3% 11. .3% 36.4%  8.5% 11.1%
100% 59.1% 40.9% 72.7% 13.6% 40.9% 27.3% 18.2% 36.4% 63.6% 0.0% 40.9% 50.0% 9.1% 95. .5% 36.4% 138.2% 40.9%

21

0%

5%
TV home shopping clubs/ 10 2 8 8 0 3 5 2 5 S 0 4 5 1 9 3 2 3 3
QvC 4.9 2.0 7.7% 5.1%¥ 0.0% 4.8 6.7% 5.1% 4.5% 5.2% 0.0% 5. 4.9 6.7% 4.7% 7.0% 9.1% 6.4% 3.7%
100% 20.0% 80.0% 80.0% 0.0% 30.0% 50.0% 20.0% 50.0% 50.0% 0.0% 40. 50.0% 10.0% 90.0% 30.0% 20.0% 30.0% 30.0%
8

4%
0%
Mail solicitatrion, non- 9 4 5 7 1 3 3 2 3 6 2 2 4 1 2 0 2 4
catalaog 4.4% 3.9% 4.8% 4.5% 3.4% 4.8 4.0% 5.1% 2.7% 6.3% 14.3% 2.7% 3.9% 6.7% 4.2% 4.7% 0.0% 4.3% 4.9%
100% - 44.4% 55.6% 77.8% 11.1% 33.3% 33.3% 22.2% 33.3% 66.7% 22.2% 22.2% 44.4% 11.1% 88.9% 22.2% 0.0% 22.2% 44.4%
Magazine advertisement 6 3 3 5 1 2 2 1 4 2 0 3 0 6 1 0 2 3
resgonded to directly 2.9%  2.9%  2.9% 3.2% 3.4% 3.2% 2.7% 2.6% 3.6% 2.1% 0.0% 4.1% 2.9% 0.0% 3.1% 2.3% 0.04 4.3% 3.7%"
(800#) 100% 50.0% 50.0% 83.3% 16.7% 33.3% 33.3% 16.7% 66.7% 33.3% 0.0% 50.0% 50.0% 0.0% 100.0% 16.7% 0.0% 33.3% 50.0%
TV advertisement 3 2 1 3 6~ 0 3 0 1 2 0 2 1 0 3 2 1 3 2
respanded to directly 1.5% 2.0% 1.0% 1.9% 0.0% 0.0% 4.0 0.0% 0.9% 2.1% 0.0% 2.7% 1.0%4 0.0% 1.6% 4.7% 4.5% 6.4% 2.5%
(800#) 100% 66.7% 33.3% 100.0% 0.0% 0.0% 100.0% 0.0% 33.3% 66.7% 0.0% 66.7% 33.3% 0.0% 100.0% 66.7% 33.3% 100.0% 66.7%
Telemarketing 2 2 0 2 0 0 2 0 1 1 4] 0 2 0 2 1 0 1 1
1.0 2.0 0.0 1.3% 0.0% 0.04 2.7% 0.0% 0.9% 1.0¢ 0.0% 0.0% 1.9%% 0.0% 1.0% 2.3% 0.0% 2.1% 1.2%
100% 100.0% 0.0% 100.0% 0.0% 0.0% 100.0% 0.0% 50.0% 50.0% 0.0% 0.0% 100.0% 0.0% 100.0% 50.0% 0.0% S50.0% 50.0%
No answer 95 57 38 68 15 25 33 21 5SS 40 4 36 48 7 81 5 3 14 42
46.1% 55.9% 36.5% 43.3% 51.7% 40.3% 44.0% 53.8% 5S0.0% 41.7% 28.6% 48.6% 46.6% 46.7% 42.4% 11.6% 13.6% 29.8% 51.
100% 60.0% 40.0% 71.6% 15.8% 26.3% 34.7% 22.1% 57.9% 42.1% 4.2% 37.9% 50.5% 7.4% 85.3% 5.3% 3.2% 14.7% 44.2%
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CIGAR NON-SMOKER STUDY
Q7A. Have you ever purchased products through catalogs?

Base: Total Respondents

GENDER AGE INCOME MARITAL STATUS CATALOG INFO

HEAVY
MARIED DIVRCE/ HEAVY SPEND EVER

$75K- MARIED NO . SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL  MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $93 9K $100K+ SINGLE KIDS KIDS ~WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS

Total 206 102 104 157 29 62 75 39 110 96 14 74 103 15 191 43 22 47 81
100% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
100% 49.5% 50.5% 76.2% 14.1% 30.1% 36.4% 18.59% 53.4% 46.6 6.8% 35.9% 50.0% 7.3% 92.7% 20.9% 10.7% 22.8% 39.3%
Yes 191 g2 99 147 28 58 69 35 105 86 13 66 98 44 73

19 43 22
92.7% 90.2% 95.2% 93.6% 96.6% 93.5% 92.0% 89.7% 95.3% 89.6% 92.9% 89.2% 95.1% 93.3% 100.0% 100.0% 100.0% 93.6%¥ 90.1%
100% 48.2% 51.8% 77.0% 14.7% 30.4% 36.1% 18.3% 55.0% 45.0% 6.8% 34.6% 51.3% 7.3% 100.0% 22.5% 11.5% 23.0% 38.2%
No 15 5 4

10 10 1 4 S 10 1 8 5 1 0 0 0 3 8
7.3%  9.8%6 4.8% 6.4% 3.4% 6.5% 8. 10.3%  4.5% 10.4% 7.1% 10.8% 4.9% 6.7% 0.0% 0.0% 0.0% 6.4% 9.9%
100% 66.7% 33.3% 66.7% 6.7% 26.7% 40 26.7% 33.3% 66.7% 6.7% 53.3% 33.3% 6.7% 0.0% 0.0% 0.0% 20.0% 53.3%

gg>

£68000 WVO
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CIGAR NON-SMOKER STUDY
Q78. What types of products have you bought through catalogs? - for Self
Base: Have purchased products through catalogs (Q.7A Code 1)

GENDER AGE INCOME MARITAL STATUS CATALOG INFO

HEAVY
MARIED DIVRCE/ HEAVY SPEND EVER
$75K-- MARIED NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS

Total 191 92 93 147 28 58 69 35 105 86 13 98 14 191 43 22 44 73
100% 100.0% 100.0% 100.0% 100.0% 100.0% 100. 0% 100.0% 100.0% 100.0% 100.0% 100. 0% 100.0% 100. 0% 100.0% 100.0% 100.0% 100.0% 100.0%
100% 48.2% 51.8% 77.0% 14.7% 30.4% 36.1% 18.3% 55.0% 45.0% 6.8% 34. 51.3% 7.3% 100.0% 22.5% 11.5% 23.0% 38.2%
Net - Clorhing/Shaes 152 65 87 121 18 49 58 26 78 74 13 50 76 13 152 38 20 40 57

79.6% 70.7% B7.9% 82.3% 64.3% 84.5% 84.1% 74.3% 74.3% 86.0% 100.0% 75.8% 77.6% 92.9% 79.6% 88.4% 90.9% 90.9% 78.1%
100% 42.8% 57.2% 79.6% 11.8% 32.2% 38.2% 17.1% 51.3% 48.7% 8.6% 32.9% 50.0% 8.6% 100.0% 25.0% 13.2% 26.3% 37.5%

Clothing 143 59 84 114 17 45 55 25 73 70 13 46 71 13 143 35 18 37 53
74.9% 64.1% B84.8% 77.6% 60.7% 77.6% 79.7% 71.4% 69.5% 81.4% 100.0% 69.7% 72.4% 92.9% 74.9% 81.4% 81.8% 84.1% 72.6%
100% 41.3% S8.7% 79.7% 11.9% 31.5% 38.5% 17.5% 51.0% 49.0% 9.1% 32.2% 49.7% 9.1% 100.0% 24.5% 12.6% 25.9% 37.1%

Shoes 58 25 33 44 5 20 21 11 25 33 3 15 36 4 58 20 11 14 21
30.4% 27.2% 33.3% 29.9% 17.9% 34.5% 30.4% 31.4% 23.8% 38.4% 23.1% 22.7% 36.7% 28.6% 30.4% 46.5% 50.0% 31.8% 28.8%

100% 43.1% 56.9% 75.9% 8.6% 34.5% 36.2% 19.0% 43.1% 56.9% 5.2% 25.9% 62.1¥ 6.9% 100.0% 34.5% 19.0% 24.1% 36.2%
Ner — Destipation 86 48 38 65 11 25 33 17 42 44 5 25 416 10 86 34 18 29 39
Macanudo’s 45 0% 52.2% 38.4% 44.2% 39.3% 43.1% 47.8% 48.6% 40.0% 51.2% 38.5% 37.9% 46.9% 71.4% 45.0% 79.1% B81.8% 65.9% 53.4%
100% 55.8% 44.2% 75.6% 12.8% 29.1% 38.4% 19.8% 48.8% S5S1.2% 5.8% 29.1% 53.5% 11.6% 100.0% 39.5% 20.9% 33.7% 45.3%
Cookln? accessories and _ 55 27 28 41 9 14 20 12 32 23 4 17 26 8 55 23 12 20 26
utensils, J3% 27.9% 32.1% 24.1% 29.0% 34.3% 30.5% 26.7% 30.8% 25.8% 26.5% 57.1% 28.8% 53.5% 54.5% 45.5% 35.6%

e.g., knives 28.8% 29.3% 28
100% 49.1% 50.9% 74.5% 16.4% 25.5% 36.4% 21.8% 5B8.2% 41.8% 7.3% 30.9% 47.3% 14.5% 100.0% 41.8% 21.8% 36.4% 47.3%

Personal electronics 35 25 10 26 3 10 15 7 13 22 3 8 18 6 35 15 9 13 17
18.3% 27.2% 10.1% 17.7% 10.7% 17.2% 21.7% 20.0% 12.4% 25.6% 23.1% 12.1% 18.4% 42.9% 18.3% 34.9% 40.9% 29.5% 23.3%
100% 71.4% 28.6% 74.3% 8.6% 28.6% 42.9% 20.0% 37.1% 62.9% 8.6% 22.9% S51.4% 17.1% 100.0% 42.9% 25.7% 37.1% 48.6%

Travel accessories, 23 15 8 16 2 2 14 S 7 16 1 S 15 2 23 10 6 9 9
such as a radar 12.0% 16.3% 8.1% 10.9% 7.1% 3.4% 20.3% 14.3% 6.7% 18.6% 7.7% 7.6 15.3% 14.3% 12.0% 23.3% 27.3% 20.5% 12.3%
detector or alarm clock 100% 65.2% 34.8% 69.6% 8.7% 8.7% 60.9% 21.7% 30.4% 69.6% 4.3% 21.7% 65.2% 8.7% 100.0% 43.5% 26.1% 39.1% 39.1%

Entertaining 15 9 6 14 1 5 8 1 S 10 0 7 7 1 15 10 8 6 7

accessgries, such as 7.9% 9.8% 6.1% 9.5% 3.6% 8.6% 11.6% 2.9% 4.8% 11.6% 0.0% 10.6% 7.1% 7.1% 7.9% 23.3% 36.4% 13.6% 9.6%
wine glasses and bottle 100% 60.0% 40.0% 93.3% 6.7% 33.3% 53.3% 6.7% 33.3% 66.7% 0.0% 46.7% 46.7% 6.7% 100.0% 66.7% 53.3% 40.0% 46.7%
openers
Barbecue grills and 8 2 ) 2 3 4 1 7 3 1 3 4 2 10 4 3 1 3
accessories S.2% 8.7% 2.0% 6.1% 7.1% 5.2% S.8% 2.9 6.7% 3.5% 7.7% 4.5% 4.1% 14.3% 5.2% 9.3% 13.6% 2.3% 4.1%
100% 80.0% 20.0% 90.0% 20.0% 30.0% 40.0% 10.0% 70.0% 30.0% 10.0% 30.0% 40.0% 20.0% 100.0% 40.0% 30.0%¥ 10.0%¥ 30.0%
Cigars 1 0 1 0 1 0 0 0 1 0 4] 1 1] 1 0 0 0 0
0.5% 0.0 1.05 0.0% 3.6% 0.0 0.0 0.0% 0.0%5 1.2% 0.0% ©0.0% 1.0% 0.0% O0.5% 0.0% 0.0 0.0% 0.0%
100% 0.0% 100.0¥ 0.0% 100.0¥ 0.0% 0.0% 0.0%¥ 0.0% 100.0% 0.0% 0.0% 100.0% 0.0% 100.0% 0.0% 0.0% 0.0% 0.0%
Music CDs 82 46 36 67 14 26 32 10 48 34 6 32 38 6 82 26 16 20 42
42.,9% 50.0% 36.4% 45.6% S50.0% 44.8% 46.4% 28.6% 45.7% 39.5% 46.2% 48.5% 38.8% 42.9% 42.9% 60.5% 72.7% 45.5% 57.5%
100% 56.1% 43.9% 81.7% 17.1% 31.7% 39.0% 12.2% S8.5% 41.5% 7.3% 39.0% 46.3% 7.3% 100.0% 31.7% 19.5% 24.4% 51.2%
Net - Home Entertainment 79 39 40 63 10 26 29 14 37 42 4 27 38 10 79 32 18 28 35
41.4% 42.4% 40.4% 42.9% 35.7% 44.8% 42.0% 40.0% 35.2% 4B.8% 30.8% 40.9% 38.8% 71.4% 41.4% 74.4% B81.8% 63.6% 47.9%

100% 49.4% 50.6% 79.7% 12.7% 32.9% 36.7% 17.7% 46.8% 53.2% 5.1% 34.2% 48.1% 12.7% 100.0% 40.5% 22.8% 35.4% 44.3%
Cookm? accessories and 55 27 28 41 9 14 20 12 32 23 4 17 26 8 55 23 12 20 26
s,

utensi e.g., knives 28.8% 29.3% 28.3% 27.9% 32.1% 24.1% 29.0% 34.3% 30.5% 26.7% 30.8% 25.8% 26.5% 57.1% 28.8% 53.5% 54.5% 45.5% 35.6%
100% 49.1% 50.0% 74.5% 16.4% 25.5% 136.4% 21.B% O5B.2% 41.8% 7.3% 30.9% 47.3% 14.5% 100.0% 41.8% 21.8% 36.4% 47.3%
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Q7B. What types of products have you bought through catalogs? - For Self

Base: Have purchased products through catalogs (Q.7A Code 1)

CIGAR NON-SMOKER STUDY

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY
MARIED DIVRCE/ HEAVY SPEND EVER
$75K- MARIED NO SEP/ ~CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS
Total 191 99 147 28 58 69 35 105 86 13 66 98 14 191 43 22 44 73
100% 100 0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100. 0% 100.0%
100% S1.8% 77.0% 14.7% 30.4% 36.1% 18.3% 55.0% 45.0% 6.8% 34.6% 51.3% 7.3% 100.0% 22.5% 11.5% 23 38.2%
Courmet foods 31 14 17 26 4 12 10 5 16 15 2 13 14 2 31 16 9 15 14
16.2% 15.2% 17.2% 17.7% 14.3% 20.7% 14.5% 14.3% 15.2% 17.4% 15.4% 19.7% 14.3% 14.3% 16.2% 37.2% 40.9% 34.1% 19.2%
100% 45.2% 54.8% B3.9% 12.9% 38.7% 32.3% 16.1% 51.6% 48.4% 6.5% 41.% 45.2% 6.5% 100.0% 51.6% 29.0% 48.4% 45.2%
Wine 16 12 4 11 1 6 4 5 4 12 0 5 8 3 16 8 6 7 12
§.4% 13.0% 4.0% 7.5% 3.6% 10.3% 5.8% 14.3% 3.8% 14.0% 0.0% 7.6% 8.2% 21.4% 8.4% 18.6% 27.3% 15.9% 16.4%
100% 75.0% 25.0% 68.8% 6.3% 37.5% 25.0% 31.3% 25.0% 75.0% 0.0% 31.3% 50.0% 18.8% 100.0%¥ 50.0% 37.5% 43.8% 75.0%
Entertaining 15 9 6 14 1 5 8 1 5 10 0 7 7 i 15 10 8 6 7
accessories, such as 70% 9.8% 6.1% 9.5% 3.6% 8.6% 11.6% 2.9% 4.8% 11.68 0.0% 10.6% 7.1% 7.1% 7.9% 23.3% 36.4% 13.6% 9.6%
wine glasses and bottle 100% 60.0% 40.0% 93.3% 7% 33.3% 53.3% 6.7% 33.3% 66.7% 0.0% 46.7% 46.7% 6.7% 100.0% 66.7% 53.3% 40.0% 46.7%
openers

Barbecue griils and 10 8 2 9 2 3 4 1 7 3 1 3 4 2 10 4 3 1 3
accessories s.2% 8.7% 2.0% 6.1% 7.1% 5.2% 5.8 2.9% _6.7% 3.5% 7.7% 4.5% 4.1% 14.3%  5.2% .3% 13.6%  2.3% . 1%
100% 80.0% 20.0% 90.0% 20.0% 30.0% 40.0% 10.0% 70.0% 30.0% 10.0% 30.0% 40.0% 20.0% 100.0% 40.0% 30.0% 10.0% 30.0%

Net_- Personal 56 25 31 44 5 10 31 10 25 31 3 11 36 6 56 2 15 17 21
Accessories 29.3% 27.2% 31.3% 29.9% 17.9% 17.2% 44.9% 28.6% 23.8% 36.0% 23.1% 16.7% 36. 7% 42.9% 29.3% 60.5% 68.2% 38.6% 28.8%
100% 44.6% 55.4% 78.6% B8.9% 17.9% 55.4% 17.9% 44.6% 55.4% 5.4% 19.6% 64.3% 10.7% 100.0% 46.4% 26.8% 30.4% 37.5%

Jewelry 36 8 28 29 3 6 20 7 19 17 2 9 20 5 36 17 9 12 11
1878% 8.7% 28.3% 19.7% 10.7% 10.3% 29.0% 20.0% 18.1% 19.8% 15.4% 13.6% 20.4% 35.7% 18.8% 39.5% 40.9% 27.3% 15.1%
100% 22.2% 77.8% B80.6% 8.3% 16.7% 55.6% 19.4% 52.8% 47.2%6 5.6% 25.0% 55.6% 13.9% 100.0% 47.2% 25.0% 33.3% 30.6%

Travel accessories, 23 15 8 16 2 2 14 S 7 16 1 5 15 2 23 10 6 9
such as a radar 12°0% 16.3% 8.1% 10.9% 7.1% 3.4% 20.3% 14.3% 6.7% 18.6% 7.7% 7.6 15.3% 14.3% 12.0% 23.3% 27.3% 20. 5% 12.3%
Jatector or alarm clock 100% 65.2% 34.8% 69.6% 8.7% 8.7% 60.9% 21.7% 30.4% 69.6% 4.3% 21.7% 65.2%  8.7% 100.0% 43.5% 26.1% 39.1% 39.1%
Leather goods, such as 17 7 10 14 0 4 10 3 6 11 0 3 12 2 17 8 4 5 [
luggage g.o% 7.6%6 10.1% 9.5% 0.0% 6.9% 14.5% 8.6% 5.7% 12.8% 0.0% 4.5% 12.2% 14.3% 8.9% 18.6% 18.2% 11.4% 8.2%
100% 41.2% 58.8% 82.4% 0.0% 23.5% S58.8% 17.6% 35.3% 64.7% 0.0% 17.6% 70.6% 11.8% 100.0% 47.1% 23.5% 29.4% 35.3%

Home office: _pens, desk __33 21 12 27 6 11 12 4 16 17 S 7 20 1 33 15 10 14 14
accessories, lighting, 17°3% 22.8% 12.1% 18.4% 21.4% 19.0% 17.4% 11.4% 15.2% 19.8% 38.5% 10.6% 20.4% 7.1% 17.3% 34.9% 45.5% 31.8%6 19.2%
chairs 100% 63.6% 36.4% B81.8% 18.2% 33.3% 36.4% 12.1% 48.5% S51.5% 15.2% 21.2% 60.6% 3.0% 100.0% 45.5% 30.3% 42.4% 42.4%
Sports equipment 33 25 8 24 S 9 13 6 15 18 1 10 20 2 33 9 7 6 19
17.3% 27.2% 8.1% 16.3% 17.9% 15.5% 18.8% 17.1% 14.3% 20.9% 7.7% 15.2% 20.4% 14.3% 17.3% 20.9% 31.8% 13.6% 26.0%
100% 75.8% 24.2% 72.7% 15.2% 27.3% 39.4% 18.2% 45.5% 54.5% 3.0% 30.3% 60.6% 6.1% 100.0% 27.3% 21.2% 18.2% 57.6%

Storage: music, video, 32 19 13 26 4 10 14 4 17 15 1 13 13 5 32 16 11 11 14
CDs, clothing 16.8% 20.7% 13.1% 17.7% 14.3% 17.2% 20.3% 11.4% 16.2% 17.4% 7.7% 19.7% 13.3% 35.7% 16.8% 37.2% 50.06 25.0% 19.2%
100% 59.4% 40.6% 81.3% 12.5% 31.3% 43.8% 12.5% 53.1% 46.9% 3.1% 40.6% 40.6% 15.6% 100.0% 50.0% 34.4% 34.4% 43.8%

Casino: slot/video 2 0 2 2 0 2 0 0 2 0 0 2 0 2 1 0 1 1
machines, poker 1.0% 0.06 2.0% 4% 0.0% 3.4% 0.0% 0.0% 0.0% 2.3% 0.0% 0.0% 2.0% 0.0% 1.0% 2.3% 0.0% 2.3 1.4%
accessories, etc. 1006  0.0% 100.0% 100.0% 0.0% 100.0% 0.0% 0.0% 0.0% 100.0% 0.0% 0.0% 100.0% 0.0% 100.0% 50.0% 0.0% 50.0% 50.0%
No answer 11 6 5 7 1 3 3 4 8 3 0 4 7 0 11 1 0 2 4
ST8%  6.5% 5.1% 4.8% 3.6% 5.2% 4.3% 11.4% 7.6% 3.5 0.0% 6.1% 7.1¥ 0.0% 5.8% .3%  0.0%  4.5%  5.5%
1006 S4.5% 45.5% 63.6% 9.1% 27.3% 27.3% 36.4% 72.7% 27.3% 0.0% 36.4% 63.6% 0.0% 100.0% 9.1% 0.0% 18.2% 36.4%
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Q7B. What types of products have you bought through catalogs? - As A Gift
Base: Have purchased products through catalogs (Q.7A Code 1)

CIGAR NON-SMOKER STUDY

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY

MARIED DIVRCE/ HEAVY SPEND EVER

$75K- MARIED  NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED

TOTAL  MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 §$99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS

Total 191 92 99 147 28 58 35 105 86 13 66 98 14 151 43 22 44 73
100% 100.0% 100.0% 100.0% 100.0% 100.0% 100. 0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%

100% 48.2% S51.8% 77.0% 14.7% 30.4% 36 18.3% 55.0% 0% 6.8% 34.6% 51.3% 7.3% 100.0% 22.5% 11.5% 23.0% 38.2%

Net - Clothing/Shaes 83 35 48 71 11 34 27 11 48 35 9 32 36 6 83 22 11 19 31
43.5% 38.0% 48.5% 48.3% 39.3% 58.6% 39.1% 31.4% 45.7% 40.7% 69.2% 48.5% 36.7% 42.9% 43.5% 51.2% 50.0% 43.2% 42.5%

100% 42.2% 57.8% 85.5% 13.3% 41.0% 32.5% 13.3% S57.8% 42.2% 10.8% 38.6% 43.4% 7.2% 100.0% 26.5% 13.3% 22.9% 37.3%

Clothing 79 32 47 67 11 32 25 11 45 34 9 31 33 6 79 21 10 17 28
41.4% 34.8% 47.5% 6% 39.3% 55.2% 36.2% 31.4% 42.9% 39.5% 69.2% 47.04 33.7% 42.9% 41.4% 48.8% 45.5% 38.6% 38.4%

100% 40.5% 59.5% 84.8% 13.9% 40.5% 31.6% 13.9% 57.0% 43.0% 11.4% 39.2% 41.8% 7.6% 100.0% 26.6% 12.7% 21.5% 35.4%

Shoes 10 3 7 9 1 4 4 1 6 4 0 3 7 0 10 3 2 2 3
5.2% 3.3% 1% 6.1% 6% 6.9% 5.8% 2.9% 7% 4.7% 0.0% 4.5% 7.1% 0.0% 5.2% 7.0 9.1% 4.5% 4.1%

100% 30.0% 70.0% 90.0% 10.0% 40.0% 40.0% 10.0% 60.0% 40.0% 0.0% 30.0% 70.0% 0.0% 100.0% 30.0% 20.0% 20.0% 30.0%

Net - Home Fntertainment _ 54 27 27 44 10 17 18 9 29 25 4 17 28 S 54 23 11 18 21
28.3% 29.3% 27.3% 29.9% 35.7% 29.3% 26.1% 25.7% 27.6% 29.1% 30.8% 25.8% 28.6% 35.7% 28.3% 53.5% 50.0% 40.9% 28.8%

100% 50.0% S50.0% B81.5% 18.5% 31.5% 33.3% 16.7% S3.7% 46.3% 7.4% 31.5% 51.9% 9.3% 100.0% 42.6% 20.4% 33.3% 38.9%

Gourmet Foods 30 12 18 23 6 9 9 6 16 14 3 10 14 3 30 15 7 12 10
15.7% 13.0% 18.2% 15.6% 21.4% 15.5% 13.0% 17.1% 15.2% 16.3% 23.1% 15.2% 14.3% 21.4% 15.7% 34.9% 31.8% 27.3% 13.7%

100% 40.0% 60.0% 76.7% 20.0% 30.0% 30.0% 20.0% 53.3% 46.7% 10.0% 33.3% 46.7% 10.0% 100.0% 50.0% 23.3% 40.0% 33.3%

Cooking accessories and 29 17 12 24 (] 10 9 4 22 7 2 10 14 3 29 13 6 10 15
utensi?s, e.g., knives 15.2% 18.5% 12.1% 16.3% 21.4% 17.2% 13.0% 11.4% 21.0% 8.1% 15.4% 15.2% 14.3% 21.4% 15.2% 30.2% 27.3% 22.7% 20.5%
100% S8.6% 41.4% 82.8% 20.7% 34.5% 31.0% 13.8% 75.9% 24.1% 6.9% 34.5% 48.3% 10.3% 100.0% 44.8% 20.7% 34.5% 51.7%

Entertaining 6 6 12 2 4 6 0 7 S 1 5 6 0 12 8 6 6
accessories, such as 6.3 6.5 6.1% 8.2% 7.1% 6.9% 8.7% 0.0% 6.7% 5.8 7.7% 7.6% 6.1% 0.0% 6.3% 18.6% 27.3% 9.1%¥ 8.2%
wine glasses and bottle 100% 50.0% S50.0% 100.0% 16.7% 33.3% 50.0% 0.0% 58.3% 41.7% B8.3% 41.7% 50.0% 0.0% 100.0% 66.7% 50.0% 33.3% 50.0%

openers

Wine 7 6 1 4 1 1 2 3 2 5 0 2 4 1 7 3 2 3 6
3.7% 6.5% 1.0% 2.7% 3.6% 1.7% 2.9% 8.6% 1.9% 5.8 0.0% 3.0% 4.1% 7.1% 3.7% 7.0% 9.1% 6.8% 8.2%
100% 85.7% 14.3% 57.1% 14.3% 14.3% 28.6% 42.9% 28.6% 71.4% 0.0% 28.6% 57.1% 14.3% 100.0% 42.9% 28.6% 42.9% 85.7%

Barbecue grills and 2 0 2 0 1 1 0 1 1 0 0 2 0 2 0 0 0 0
accessories 1.0 2.2% 0.0% 1.4 0.0 1.7% 1.4% 0.0% 1.0 1.2% 0.0% O0.0% 2.0 0.0% 1.0% 0.0% 0.0% 0.0% 0.0%
100% 100.0% 0.0% 100.0% 0.0% 50.0% 50.0% O0.0% 50.0% S0.0% 0.0% 0.0% 100.0% 0.0% 100.0% 0.0% 0.0% 0.0% 0.0%

Net - Destination 46 27 19 38 7 15 17 7 27 19 3 15 22 6 46 21 12 15 22
Macanudo’s 24.1% 29.3% 19.2% 25.9% 25.0% 25.9% 24.6% 20.0% 25.7% 22.1% 23.1% 22.7% 22.4% 42.9% 24.1% 48.8% 54.5% 34.1% 30.1%
100% 58.7% 41.3% 82.6% 15.2% 32.6% 37.0% 15.2% 58.7% 41.3% 6.5% 32.6% 47.8% 13.0% 100.0% 45.7% 26.1% 32.6% 47.8%

Cookir}? accessories and _ 29 17 12 24 6 10 9 4 22 7 2 10 14 3 29 i3 6 10 15
utensils, e.g., knives 15.2% 18.5% 12.1¥ 16.3% 21.4% 17.2% 13.0% 11.4%¥ 21.0% 8.1¥ 15.4% 15.2% 14.3% 21.4% 15.2% 30.2% 27.3% 22.7% 20.5%
100% 58.6% 41.4% B82.8% 20.7% 34.5% 31.0% 13.8% 75.9% 24.1% 6.9% 34.5% 48.3% 10.3% 100.0% 44.8% 20.7% 34.5% 51.7%

Personal electronics 14 10 4 11 0 6 5 3 6 8 0 3 7 4 14 7 S 5 S
7.3% 10.9% 4.0% 7.5% 0.0% 10.3% 72.2% 8.6% S.7% 9.3% 0.0% 4.5% 7.1% 28.6% 7.3% 16.3% 22.7% 11.4% 12.3%
100% 71.4% 28.6% 78.6% 0.0% 42.9% 35.7% 21.4% 42.9% 57.1% O0.0% 21.4% 50.0% 28.6% 100.0% 50.0% 35.7% 35.7% 64.3%

Entertaining [ 6 12 2 4 6 0 7 5 1 S 6 0 12 8 6 4 6
accessories, such as 6.3 6.5% 6.1 8.2% 7.1%4 6.9% 8.7% 0.0% 6.7% S.8 7.7% 7.6% 6.1¥ 0.0% 6.3% 18.6% 27.3% 9.1 8.2%
wine glasses and bottle 100% 50.0% 50.0% 100.0% 16.7% 33.3% S0.0% 0.0% 58.3% 41.7% 8.3% 41.7% 50.0% 0.0% 100.0% 66.7% 50.0% 33.3% 50.0%

apeners
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CIGAR NON-SMOKER STUDY

Q7B. What types of products have you bought through catalegs? - As A Gift

Base: Have purchased products through catalogs (Q.7A Code 1)

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY

MARIED DIVRCE/ HEAVY SPEND EVER

$75K- MARIED NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED

TOTAL MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT INDLGR CIGARS

Total 191 92 99 147 28 58 69 35 105 13 98 14 191 43 22 44 73
100% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100 O% 100.0% 100. 0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%

100% 48.2% 51.8% 77.0% 14.7% 30.4% 36.1% 18.3% 55.0% S0%  6.8% 34.6% 51.3% 7.3% 100.0% 22.5% 11.5% 23.0% 38.2%

Travel accessories, 5 4 1 2 1 1 1 2 1 4 0 1 4 (4] 5 3 3 1 2
such as a radar 2.6% 4.3% 1.0% 1.4% 3.6% 1.7% 1.4% 5.7% 1.0% 4.7% 0.0 1.5% 4.1% 0.0% 2.6% 7.0% 13.6% 2.3% 2.7%
detector or alarm clock 100% 80.0% 20.0% 40.0% 20.0% 20.0% 20.0% 40.0% 20.0% 80.0% 0.0% 20.0% 80.0% 0.0% 100.0% 60.0% 60.0% 20.0% 40.0%
Barbecue grills and 2 2 0 2 0 1 1 0 1 1 Q (] 2 0 2 [} o] 0 0
accessories 1.0% 2%  0.0% 1.4% 0.0% 1.7% 1.4% 0.0% 1.0% 1.2¥% 0.0% 0.0% 2.0% 0.0% 1.0¢ 0.0% 0.0% 0.0% 0.0%
160% 100.0% 0.0% 100.0% 0.0% 50.0% 50.0% 0.0% 50.0% 50.0% 0.0% 0.0% 100.0% 0.0% 100.0% ©0.0% 0.0% 0.0% 0.0%

Cigars 2 1 1 2 0 1 1 0 1 1 0 0 2 0 2 1 ] 0 1
1.0 1.1% 1.0% 1.4% 0.0% 1.7% 1.4% 0.0% 1.0% 1.2% 0.0 0.0% 2.0% 0.0% 1.06 2.3% 0.0% 0.0% 1.4%

100% 50.0% 50.0% 100.0% 0.0% 50.0¥ 50.0% 0.0% 50.0% 50.0% 0.0% 0.0% 100.0% 0.0% 100.0% 50.0% 0.0% 0.0% 50.0%

Ner - Personal 34 16 18 25 4 8 14 8 14 20 2 10 17 5 34 12 8 8 13
Accessaries 17.8% 17.4% 18.2% 17.0% 14.3% 13.8% 20.3% 22.9% 13.3% 23.3% 15.4% 15.2% 17.3% 35.7% 17.8% 27.9% 36.4% 18.2% 17.8%
100% 47.1% 52.9% 73.5% 11.8% 23.5% 41.2% 23.5% 41.2% 58.8% 5 0% 29.4% 50.0% 14.7% 100.0% 35.3% 23.5% 23.5% 38.2%

Jewelry 30 13 17 23 4 7 3 6 13 17 2 9 14 S 30 10 6 7 11
15°7% 14.1% 17.2% 15.6% 14.3% 12.1% 18.8% 17.1% 12.4% 19.8% 15.4% 13.6% 14.3% 35.7% 15.7% 23.3% 27.3% 15.9% 15.1%
100% 43.3% 56.7% 76.7% 13.3% 23.3% 43.3% 20.0% 43.3% 56.7% 5.7% 30.0% 46.7% 16.7% 100.0% 33.3% 20.0% 23.3% 36.7%

Travel accessories, 5 4 1 2 1 1 1 2 1 4 0 1 4 [} 5 3 3 1 2
such as a radar 2. 4.3% 1.0% 1.4% 3.6% _1.7% 1.4% 5.7% 0% 4.7% 0.0% 1.5% 4.1% 0.0% 2.6% 7.0% 13.6% 2.3% 7%
detector or alarm clock 100% 80.0% 20.0% 40.0% 20.0% 20.0% 20.0% 40.0% 20.0% 80.0% 0.0% 20.0% 80.0% 0.0% 100.0% 60.0% 60.0% 20.0% 40.0%
Leather goods, such as 3 [ 3 2 0 Q 2 1 1 2 0 0 2 1 3 1 0 1 1
luggage 6% 0.0% 3.0% 1.4% 0.0% 0.0% 2.% 2.9% 1.0% 2.3% 0.0% O0.0% 2.0% 7.1% 1.6% 2.3% 0.0% 2.3% 1.4%
1600¥ 0.0% 100.0% 66.7% 0.0% 0.0% 66.7% 33.3% 33.3% 66.7% 0.0% 0.0% 66.7% 33.3% 100.0% 33.3% 0.0% 33.3% 33.3%

Music (Ds 29 13 16 23 4 10 11 4 16 13 2 12 12 3 29 9 4 4 14
15°3% 14.1% 16.2% 15.6% 14.3% 17.2% 15.9% 11.4% 15.2% 15.1% 15.4% 18.2% 12.2% 21.4% 15.2% 20.9% 18.2% 9.1% 19.2%

100% 44.8% 55.2% 79.3% 13.8% 34.5% 37.9% 13.8% 55.2% 44.8% 6.9% 41 4% 41.4% 10.3% 100.0% 31.0% 13.8% 13.8% 48.3%

Home office: pens, desk _15 9 6 12 5 2 6 2 6 9 2 4 8 1 15 9 7 7 7
accessories, hghtmg, 7.9% 9.8% 6.1% 8.2% 17.9% 3.4% 8.7% 5.7% 5.7% 10.5% 15.4% 6.1% 8.2% 7.1% 7.9% 20.9% 31.8% 15.9% 9.6%
chairs 100% 60.0% 40.0% 80.0% 33.3% 13.3% 40.0% 13.3% 40.0% 60.0% 13.3% 26.7% 53.3% 6.7% 100.0% 60.0% 46.7% 46.7% 46.7%
Sports equipment 8 3 5 8 1 4 3 0 6 2 0 5 2 1 8 1 1 1 1
4.2% 3.3% 5.1% 5.4% 3.6% 6.9% 4.3% 0.0% 5.7% 2.3% 0.0% 7.6 2.0% 7.1% 4.2% 2.3% 4.5% 2.3% 1.4%

100% 37.5% 62.5% 100.0% 12.5% 50.0% 37.5% 0.0% 75.0% 25.0% 0.0% 62.5% 25.0% 12.5% 100.0% 12.5% 12.5% 12.5% 12.5%

Storage: music, video, 8 3 S 7 2 2 3 1 6 2 1 S 2 0 8 5 3 5 3
CDs, clothing 4.2% 3.3% 5.1% 4.8% 7.1% 3.4% 4.3% 2.9% 5.7% 2.3% 7.7% 7.6% 2.0% 0.0% 4.2% 11.6% 13.6% 11.4% 4.1%
100% 37.5% 62.5% 87.5% 25.0% 25.0% 37.5% 12.5% 75.0% 25.0% 12.5% 62.5% 25.0% 0.0% 100.0% 62.5% 37.5% 62.5% 37.5%

Casino: slot/video 1 0 1 0 1 0 ] [ 1 (4] 0 1 0 1 0 0 0 1
machines, poker 0.5 0.0% 1.0% 0.7% 0.0% 1.7% 0.0% 0.0% 0.0% 1.2% 0.0% 0.0 1.0% 0.0% 0.5%% 0.0% 0.0% 0.0% 1.4%
accessories, etc. 100% 0.0% 100.0% 100.0% 0.0% 100.0% 0.0% 0.0% 0.0% 100.0% 0.0% 0.0% 100.0% 0.0% 100.0% 0.0% 0.0% 0.0% 100.0%
No answer 74 38 36 52 13 19 25 16 40 34 4 28 37 5 74 9 6 15 30
38.7% 41.3% 36.4% 35.4% 46.4% 32.8% 36.2% 45.7% 38.1% 39.5% 30.8% 42.4% 37.8% 35.7% 38.7% 20.9% 27.3% 34.1% 41.1%

100% 51.4% 48.6% 70.3% 17.6% 25.7% 33.8% 21.6% 54.1% 45.9% 5.4% 37.8% 50.0% 6.8% 100.0% 12.2% 8.1% 20.3% 40.5%
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CIGAR NON-SMOKER STUDY
Q7C. Approximately how much did you spend in the past 12 months on shopping through catalogs?

Base: Have purchased products through catalogs (Q.7A Code 1)

GENDER AGE INCOME MARITAL STATUS CATALOG INFO

HEAVY
MARIED DIVRCE/ HEAVY SPEND EVER
$75K- MARIED  NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL  MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS

Total 191 92 99 147 28 58 69 35 105 86 13 66 98 14 191 43 22 44 73
100% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100 0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%

100% 48.2% 51.8% 77.0% 14.7% 30.4% 36.1% 18.3% 55.0% 45.0% 6.8% 34.6% S51.3% 7.3% 100.0% 22.5% 11.5% 23.0% 38.2%

No answer 3 2 1 3 1 1 1 [ 3 0 0 2 1 0 3 0 0 1 2

1.6% 2.2% 1.0% 2.0% 3.6% 1.7% 1.4 0.0% 2.9% 0.0%¥ 0.0¥ 3.0% 1.0% 0.0% 1.6% 0 0¥ 0.0% 2.3% 2.7%

100% 66.7% 33.3% 100.0% 33.3% 33.3% 33.3% 0.0% 100.0% 0.0% 0.0% 66.7% 33.3% 0.0% 100.0% 0.0% 0.0% 33.3% 66.7%

Total answering 188 90 98 144 27 S7 68 35 102 86 13 64 97 14 188 43 22 43 71
98.4% 97.8% 99.0% 98.0% 56.4% 98.3% 98.6% 100.0% 97.1% 100.0% 100.0% 97.0% 99.0% 100.0% 98.4% 100.0% 100.0% 97.7% 97.3%

100% 47.9% 52.1% 76.6% 14.4% 30.3% 36.2% 18.6% 54.3% 45.7% 6.9% 34.0% 51.6%¥ 7.4% 100.0% 22.9% 11.7% 22.9% 37.8%

Under $100 (50) 33 16 17 29 6 12 11 4 23 10 1 14 16 2 33 0 0 5 15

17.6% 17.8% 17.3% 20.1% 22.2% 21.1% 16.2% 11.4% 22.5% 11.6% 7.7% 21.9% 16.5% 14.3% 17.6%¥ 0.0% 0.0% 1l.6% 21.1%

100% 48.5% 351.5% 87.9% 18.2% 36.4% 33.3% 12.1% 69.7% 30.3% 3.0% 42.4% 48.5% 6.1% 100.0% 0.0% 0.0% 15.2% 45.5%
$100 - $249 (175) 36 15 21 26 7 6 16 7 23 13 1 11 22 2 36 0 0 6 10

19.1% 16.7% 21.4% 18.1% 25.9% 10.5% 23.5% 20.0% 22.5% 15.1% 7.7% 17.2% 22.7% 14.3% 19.1% 0.0% 0.0% 14.0% 14.1%

100% 41.7% 58.3% 72.2% 19.4% 16.7% 44.4% 19.4% 63.9% 36.1% 2.8% 30.6% 61.1% S5.6% 100.0% 0.0% 0.0% 16.7% 27.8%
$250 - $499 (375) 39 20 19 27 6 10 14 8 24 15 3 13 18 5 39 0 0 7

11
20.7% 22.2% 19.4% 18.8% 22.2% 17.5% 20.6% 22.9% 23.5% 17.4% 23.1% 20.3% 18.6% 35.7% 20.7% 0.0% 0.0% 16.3% 15.5%
100% 51.3% 48.7% 69.2% 15.4% 25.6% 35.9% 20.5% 61.5% 38.5% 7.7% 33.3% 46.2% 12.8% 100.0% 0.0% 0.0% 17.9% 28.2%

3500 - $999 (750) 37 19 18 28 4 15 10 8 16 21 4 14 17 2 37 0 0 6 16
19.7% 21.1% 18.4% 19.4% 14.8% 26.3% 14.7% 22.9% 15.7% 24.4% 30.8% 21.9% 17.5% 14.3% 19.7% 0.0% 0.0% 14.0% 22.5%
100% 51.4% 48.6% 75.7% 10.8% 40.5% 27.0% 21.6% 43.2% 56.8% 10.8% 37.8% 45.9% 5.4% 100.0%¥ 0.0% 0.0% 16.2% 43.2%

Net - $1000 or more 43 20 23 34 4 14 17 8 16 27 4 12 24 3 43 43 22 19 19
22.9% 22.2% 23.5% 23.6% 14.8% 24.6% 25.0% 22.9% 15.7% 31.4% 30.8% 18.8% 24.7% 21.4% 22.9% 100.0% 100.0% 44.2% 26.8%
100% 46.5% 53.5% 79.1% 9.3% 32.6% 39.5% 18.6% 37.2% 62.8% 9.3% 27.9% 55.8% 7.0% 100.0% 100.0% 51.2% 44.2% 44.2%

$1,000 - $1,999 (1500) 22 10 12 19 4 8 8 2 11 11 4 6 12 0 22 22 10 8 10
11.7% 11.1% 12.2% 13.2% 14.8% 14.0% 11.8% 5.7% 10.8% 12.8% 30.8% 9.4% 12.4% 0.0% 11.7% 51.2% 45.5% 18.6% 14.1%
100% 45.5% 54.5% 86.4% 18.2% 36.4% 36.4% 9.1% 50.0% 50.0% 18.2% 27.3% 54.5% 0.0% 100.0% 100.0% 45.5% 36.4% 45.5%

$2,000 - $2,999 (2500) 5 3 2 5 0 4 1 0 1 4 0 4 1 0 5 5 4 1 3
2.7% 3.3% 2.0 3.5 0.0% 7.0% 1.5% 8.0% 1.0 4.7% 0.0% 6.3% 1.0% 0.0% 2.7% 11.6% 18.2% 2.3 4.2%

100% 60.0% 40.0% 100.0% ©0.0% 80.0% 20.0% 0.0% 20.0% 80.0% 0.0% 80.0% 20.0% 0.0% 100.0% 100.0% 80.0% 20.0% 60.0%
$3,000 — $3,999 (3500) 7 4 3 0 1 4 2 3 4 0 1 s 1 7 7 3 6 2
3.7% 4.4% 3.1% 3.5 0.0% 1.8% 5.9% 5.7% 2.9% 4.7% 0.0% 1.6% 5.2% 7.1% 3.7% 16.3% 13.6% 14.0% 2.8%
100% 57.1% 42.9% 71.4% 0.0% 14.3% 57.1% 28.6% 42.9% S57.1% 0.0% 14.3% 71.4% 14.3% 100.0% 100.0% 42.9% B85.7% 28.6%
$4,000 ~ $4,999 (4500) 2 1 1 2 0 0 2 o 0 2 0 1 o 1 2 2
1.1% 1.1% 1.0% 1.4% 0.0% ©0.0% 2.9% 0.0% 0.0% 2.3% 0.0% 1.6% 0.0% 7.1% 1.1% A4.7% 4.5% 4.7% 2.8%
100% S0.0% 50.0% 100.0% 0.0% 0.0% 100.0% 0.0% 0.0% 100.0% 0.0% 50.0% 0.0% 50.0% 100.0% 100.0% SO.0% 100.0% 100.0%
$5,000 — $9,999 (7500) 4 2 1 0 0 4 0 0 3 1 4 4 2 0
2.1% 2.2% 2.04 0.7% 0.0% 1.8% 0.0% 8.6% 0.0% 4.7% 0.0% 0.0% 3.1% 7.1% 2.1% 9.3% 9.1% 0.0% 2.8%
100% 50.0% SO.0% 25.0% 0.0% 25.0% 0.0% 75.0% 0.0% 100.0% 0.0% 0.0% 75.0% 25.0% 100.0% 100.0% 50.0% 0.0% 50.0%
More than $10,000 3 0 3 2 0 I 2 1 1 2 0 0 3 0 3 3 2 ? 0
(12006) 1.6% 0.0% 3.1% 1.4 0.0% 0.0% 2.9% 2.9% 1.064 2.3% 0.0% 0.05 3.1% 0.0% 1.6% 7.0% 9.1% 4.7% 0.0%
100% 0.0% 100.0% 66.7% 0.0% 0.0% 66.7% 33.3% 33.3% 66.7% 0.0% 0.0% 100.0% 0.0% 100.0% 100.0% 66.7% 66.7% 0.0%
Mean 1039 901.941164.80 945.31 473.15 871.051141.181569.29 663.481484.30 796.15 703.131243.811380.361038.963372.093590. 911788.951015. 85
std Dev 19191356,572318.731696.84 491.411182,532189,892772.801334.932369.22 537.34 885.822410.892218,261918,872988.263246, 382642,111494 .62
Std Err 133.9142.995234.227141.403 94.572156.631265.563468.689132.178255.480149.031110.727244.789592. 856139. 948455 .705692.130402.517177. 379
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CIGAR NON-SMOKER STUDY
Q7D. Which of the following catalogs do you purchase from regularly, at least once per year?

Base: Have purchased products through catalogs (Q.7A Code 1)

GENDER AGE INCOME MARITAL STATUS CATALOG INFO

HEAVY
MARIED DIVRCE/ HEAVY SPEND EVER
$75K- MARIED  NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS  KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS

lotal 191 92 99 147 28 58 69 35 105 86 13 66 98 14 191 43 22 44 73
100% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100. 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
100% 48.2% 51.8% 77.0% 14.7% 30.4% 36.1% 18.3% S55.0% 45.0% 6 34.6% S51.3% 7.3% 100.0% 22.5% 11.5% 23.0% 38.2%
Net — Apparel 81 58 27 9 28 20 23

24 40 81 33
36.4% 40.8% 64.3% 42.4% 65.1% 90.9% 52.3% 45.2%
29.6% 49.4% 11.1% 100.0% 34.6% 24.7% 28.4% 40.7%

15 28 S 51 23 15 14 20
22.7% 28.6% 35.7% 26.7% 53.5% 68.2% 31.8% 27.4%
29.4% 54.9% 9.8% 100.0% 45.1% 29.4% 27.5% 39.2%

14 25 2 46 15 12 15 17
21.2% 25.5% 14.3% 24.1% 34.9% 54.5% 34.1% 23.3%
30.4% 54.3% 4.3% 100.0% 32.6% 26.1% 32.6% 37.0%

11 17 4 35 15 13 12 15
16.7% 17.3% 28.6% 18.3% 34.9% 59.1% 27.3% 20.5%
31.4% 48.6% 11.4% 100.0% 42.9% 37.1% 34.3% 42.9%

3 5 1 12 5 5

40 41 10 23 21 35 46
42.4% 43.5% 41.4% 39.5% 35.7% 39.7% 39.1% 60.0% 33.3% 53.5% 61.
100% 49.4% 50.6% 71.6% 12.3% 28.4% 33.3% 25.9% 43.2% 56.8% 9.

Lands' End 51 23 28 36 5 18 14 14 23 28
26.7% 25.0% 28.3% 24.5% 17.9% 31.0% 20.3% 40.0% 21.9% 32.6% 23.
100% 45.1% 54.9% 70.6% 9.8% 35.3% 27.5% 27.5% 45.1% 54.9% 5.

L. L. Bean 46 23 23 33 5 i3 16 12 21 25
24.1% 25.0% 23.2% 22.4% 17.9% 22.4% 23.2% 34.3% 20.0% 29.1% 38.
100% 50.0% 50.0% 71.7% 10.9% 28.3% 34.8% 26.1% 45.7% 54.3% 10.

tddie Bauer 35 17 18 24 5 10 10 10 13 22
18.3% 18.5% 18.2% 16.3% 17.9% 17.2% 14.5% 28.6% 12.4% 25.6% 23
100% 48.6% 51.4% 68.6% 14.3% 28.6% 28.6% 28.6% 37.1% 62.9% 8.

Neiman Marcus 6 6 7 1 2 4 S 4 8

o RER 2BW BB BEY BRY BR™ B8

12 8 4

6.3% 6.5% 6.1% 4.8% 3.6% 3.4% 5.8% 14.3% 3.8% 9.3% 23 4.5% S.1% 7.1% 6.3% 11.6% 22.7% 18.2% 5.5%

100% 50.0% 50.0% 58.3% 8.3% 16.7% 33.3% 41.7% 33.3% 66.7% 25 25.0% 41.7% 8.3% 100.0% 41.7% 41.7% 66.7% 33.3%

J. Crew co 11 6 5 8 2 4 3 2 3 8 3 5 2 11 5 5 S 3
Ozo 5. B%  6.5% 5.1% 5.4% 7.1% 6.9% 4.3% 5.7% 2.9% 9.3% 7 4.5% 5.1% 14.3% 5.8% 11.6% 22.7% 11.4% 4.1%

E%% 100% 54.5% 45.5% 72.7% 18.2% 36.4% 27.3% 18.2% 27.3% 72.7% 9 27.3% 45.5% 18.2% 100.0% 45.5% 45.5% 45.5% 27.3%

Orvis o:ﬁ 9 3 6 6 1 1 4 3 2 7 4 4 1 9 5 5 5 4
&3z 4.7% 3.3% 6.1% 4.1% 3.6% 1.7% 5.8% 8.6% 1.9% 8.1% 0.0% 6.1% 4.1% 7.1% 4.7% 11.6% 22.7% 11.4% 5.5%

°9|:l 100% 33.3% 66.7% 66.7% 11.1% 11.1% 44.4% 33.3% 22.2% 77.8% 0.0% 44.4% 44.4% 11.1% 100.0% 55.6% 55.6% 55.6% 44.4%

[ R=b )

Joseph A. Banks @gf 3 2 1 2 0 2 0 1 1 2 0 1 2 0 3 1 1 0 2
©0 4 1.6% 2.2% 1.0% 1.4% 0.0% 3.4% 0.0% 2.9% 1.0% 2.3% 0.0% 1.5% 2.0% 0.0% 1.6% 2.3% _4.5% 0.0% 2.7%

5 100% 66.7% 33.3% 66.7% 0.0% 66.7% 0.0% 33.3% 33.3% 66.7% 0.0% 33.3% 66.7% 0.0% 100.0% 33.3% 33.3% 0.0% 66.7%

J. Peterman o 2 2 0 2 0 i 1 0 1 1 0 1 0 1 2 1 1 0 2
g 1.0 2.2% 0.0% 1.4% 0.0% 1.7% 1.4% 0.0% 1.0% 1.2% 0.0% 1.5% 0.0% 7.1% 1.0% 2.3% 4.5% 0.0% 2.7%

m 160% 100.0% O6.0% 100.0% 0.0% 50.0% 50.0% 0.0% 50.0% 50.0% 0.0% 50.0% 0.0% 50.0% 100.0% 50.0% 50.0% 0.0% 100.0%

Paul Frederick ? 2 2 ] 1 0 1 0 1 1 1 0 1 1 0 2 1 1 1] 0
1.0 2.2% 0.0% 0.7% 0.0% 1.7% 0.06 2 1.0 1.2% 0.0% 1.5% 1.0% 0.0% 1.0 2.3% 4.5% 0.0% 0.0%

100% 1006.0¥ O0.0% 50.0% O0.0% 50.0% 0.0% 50.0% S5S0.0% 50.0% 0.0% 50.0% 50.0% 0.0% 100.0%¥ 50.0% 50.0% 0.0% 0.0%

Brooks Brothers 1 1 0 0 0 1 1 0 0 1 0 1 0 0 0 1
0.5 1.1% 0.0% 0.0% 0.0% 0.0% 0.0% 2.9 1.0% 0.06 0.0% 0.0 1.06 0.0% 0.5% 0.0% 0.0% 0.0% 1.4%

100% 100.0% O0.0% 0.0% 0.0% 0.0% 0.0% 100.0% 100.0% 0.0% 0.0% 0.0% 100.0% 0.0% 100.0¥ 0.0%¥ 0.0%¥ 0.0% 100.0%

Johnston & Murphy 1 1 0 1 0 0 1 0 0 1 0 1 0 0 1 1 1 1 1
0.5 1.1% 0.0% 0.7% 0.0% 0.0% 1.4% 0.0% 0.0% 1.2 0.0% 1.5 0.0% 0.0%5 0,5% 2.3% 4.5% 2.3% 1.4%

100% 100.0% 0.0% 100.0% 0.0% 0.0% 100.0% 0.0% 0.0% 100.0% 0.0% 100.0% 0.0% 0.0% 100.0% 100.0% 100.0% 100.0% 100.0%

Net - Music 18 31 9 5 3 22 3 16 3 37 12 11 14 14

37 19 10 1 15 15
19.4% 19.6% 19.2% 21.1% 32.1% 17.2% 21.7% 8.6% 21.0% 17.4% 23.1% 22.7% 16.3% 21.4% 19.4% 27.9% 50.0% 31.8% 19.2%
100% 48.6% 51.4% 83.8% 24.3% 27.0% 40.5% 8.1% 59.5% 40.5% 8.1% 40.5% 43.2% 8.1% 100.0% 32.4% 29.7% 37.8% 37.8%

Cotumbia House 24 10 14 20 4 8 9 3 14 10 1 10 10 3 24

8 8 1 6
12.6% 10.9% 14.1% 13.6% 14.3% 13.8% 13.0% 8.6% 13.3% 11.6% 7.7% 15.2% 10.2% 21.4% 12.6% 18.6% 36.4% 22.7% 8.2%
100% 41.7% 58.3% 83.3% 16.7% 33.3% 37.5% 12.5% 58.3% 41.7% 4.2% 41.7% 41.7% 12.5% 100.0% 33.3% 33.3% 41.7% 25.0%
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CIGAR NON-SMOKER STUDY
Q7D. Which of the following catalogs do you purchase from regularly, at least once per year?

Base: Have purchased products through catalogs (Q.7A Code 1)

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY
MARIED DIVRCE/ HEAVY  SPEND

EVER
$75K- MARIED  NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL  MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS

Total 181 92 99 147 28 58 69 35 105 86 13 66 98 14 191 43 22 44 73
100% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100. 0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
100% 48.2% 51.8% 77.0% 14.7% 30.4% 36.1% 18.3% 55.0% 45.0% 6.8% 34.6% 51.3% 7.3% 100.0% 22.5% 11.5% 23.0% 38.2%

BMG 18 11 7 16 7 4 7 -0 12 6 2 7 9 0 18 5 4 5 9
9.4% 12.0% 7.1% 10.9% 25.0% 6.9% 10.1% 0.0% 11.4% 7.0% 15.4% 10.6% 9.2% 0.0% 9.4% 11.6% 18.2% 11.4% 12.3%
100% 61.1% 38.0% 88.9% 38.9% 22.2% 38.9% 0.0% 66.7% 33.3% 11.1% 38.9% 50.0% 0.0% 100.0% 27.8% 22.2% 27.8% 50.0%

Netr - Home 34 18 16 27 7 10 11 6 13 21 6 14 12 2 34 16 ‘12 16 17
17.8% 19.6% 16.2% 18.4% 25.0% 17.2% 15.9% 17.1% 12.4% 24.4% 46.2% 21.2% 12.2% 14.3% 17.8% 37.2% 54.5% 36.4% 23.3%
100% 52.9% 47.1% 79.4% 20.6% 29.4% 32.4% 17.6% 38.2% 61.8% 17.6% 41.2% 35.3% 5.9% 100.0% 47.1% 35.3% 47.1% 50.0%

Crate & Barrel 19 11 8 16 3 7 6 3 7 12 1 10 7 1 19 11 10 9 11
9.9% 12.0% 8.1% 10.9% 10.7% 12.1% 8.7% 8.6% 6.7% 14.0% 7.7% 15.2% 7.1¥ 7.1% 9.9% 25.6% 45.5% 20.5% 15.1%
100% 57.9% 42.1% 84.2% 15.8% 36.8% 31.6% 15.8% 36.8% 63.2% 5.3% 52.6% 36.8% 5.3% 100.0% 57.9% 52.6% 47.4% 57.9%

Pottery Barn 14 © 8 6 10 4 S 2 3 4 10 2 6 5 1 14 8 8 7 8
7.3% 8.7% 6.1% 6.8% 14.3% B8.6% 2.9% 8.6% 3.8% 11.6% 15.4% 9.1% S.1% 7.1% 7.3% 18.6% 36.4% 15.9% 11.0%
100% 57.1% 42.9% 71.4% 28.6% 35.7% 14.3% 21.4% 28.6% 71.4% 14.3% 42.9% 35.7% 7.1% 100.0% 57.1% 57.1% 50.0% 57.1%

Damark 11 8 3 9 2 2 5 2 4 7 3 3 S 0 11 7 4 S 7
5.8% 8.7% 3.0% 6.1% 7.1% 3.4% 7.2% 5.7% 3.8% 8.1% 23.1% 4.5% S5.1% 0.0% S5.86 16.3% 18.2% 11.4% 9.6%
100% 72.7% 27.3% 81.8% 18.2% 18.2% 45.5% 18.2% 36.4% 63.6% 27.3% 27.3% 45.5% 0.0% 100. 63.6% 36.4% 45.5% 63.6%

told Everything 6 4 2 4 0 1
3.1%  4.3%  2.06 2.7% 0.0% 1.7% 4.
100% 66.7% 33.3% 66.7% 0.0% 16.7% 50.

0%

2 2 4 0 2 2 2 6
5.7% 1.9% 4.7 0.0% 3.0% 2.0% 14.3% 3.1% 7.0% 13.6¥ 9.1% 4.1%
33.3% 33.3% 66.7% 0.0% 33.3% 33.3% 33.3% 100.0% 50.0% 50.0% 66.7% S50.0%

Ross Simons 2 2 6
S.7%  1.9% 7.0%
25.0% 25.0% 75.0%

5 3 2
11.6% 22.7% 6.8 2.7%
62.5% 62.5% 37.5% 25.0%

3 4 4 6 3
4.2% 4.3% 4.0% 4.1% 0.0% 5.2% 4.
100% 50.0% 50.0% 75.0% 0.0% 37.5% 37.

Gumps 2 [ 2 2 Q 2 0 1 1 1 1 0 0 2 1 0 0
1.0 0.0 2.0 1.4% 0.0% 3.4% O. 0.0 1.0% 1.2% 7.7% 1.5 0.0% 0.0% 1.0% 2.3% 0.0% 4.5% 0.0%
100%  0.0% 100.0% 100.0% 0.0% 100.0%¥ O. 0.0% 50.0% 50.0% 50.0% 506.0% 0.0% 0.0% 100.0% 50.0% 0.0% 100.0%¥ 0.0%
Net - Fntertaining/ 31 16 15 23 3 9 i 8 10 21 3 12 14 2 31 4 10 16 5
Accessories 16.2% 17.4% 15.2% 15.6% 10.7% 15.5% 15. 22.9%  9.5% 24.4% 23.1% 18.2% 14.3% 14.3% 16.2% 32.6% 45.5% 36.4% 20.5%
25.8% 32.3% 67.7% 9.7% 38.7% 45.2% 6.5% 100.0% 45.2% 32.3% S51.6% 48.4%
Williams-Sonoma 25 14 11 19 3 7 6 9 16 3 11 9 2 25 11 8 14 14
13.1% 15.2% 11.1¥ 12.9% 10.7% 12.1% 13. 17.1% 8.6% 18.6% 23.1% 16.7% 9.2% 14.3% 13.1% 25.6% 36.4% 31.8% 19.2%
100% 56.0% 44.0% 76.0% 12.0% 28.0% 36. 24.0% 36.0% 64.0% 12.0% 44.0% 36.0% 8.0% 100.0% 44.0% 32.0% 56.0% 56.0%

8

2%

0%

3
3%
0%
0
0%
0%
1
%
100% 51.6% 48.4% 74.2% 9.7% 29.0% 35.5%
9
0%
0%
3
3% 0. . . 4.
5% 0.0% 37.5% 62.5% 0.0% 100,
1
4%
%
8

Horchow 3 2 1 2 0 1 1 1 2 0 1 1 1 3 1 1
1.6 2.2% 1.0% 1.4% 0.0% 1.7% 1. 2.9% 1.0% 2.3% 0.0% 1.5% 1.0% 7.1% 1.6% 4.7% 4.5% 4.5% _1.4%
100% 66.7% 33.3% 66.7% 0.0% 33.3% 33.3% 33.3% 33.3% 66.7% 0.0% 33.3% 33.3% 33.3% 100.0% 66.7% 33.3% 66.7% 33.3%
Net - Tays 25 19 6 14 3 4 10 12 13 1 4 17 3 25 12 11 12 12
13.1% 20.7% _6.1% 9.5% 10.7% 6.9% 11.6% 28.6% 11.4% 15.1% 7.7% _6.1% 17.3% 21.4% 13.1% 27 $0.0% 27.3% 16.4%
100% 76.0% 24.0% 56.0% 12.0% 16.0% 32.0% 40.0% 48.0% 52.0% 4.0% 16.0% 68.0% 12.0% 100.0% 48.0% 44.0% 48.0% 48.0%
The Sharper Image 15 11 4 8 1 3 S & 5 10 0 2 13 8 8 7 7
7.96 12.0% 4.0% 5.4% 3.6% 5.2% 7.2% 17.1% 4.8% 11.6% 0.0% 3.0% 10.2% 21.4% 7.9% 18.6% 36.4% 15. 9.6%
100% 73.3% 26.7% 53.3% 6.7% 20.0% 33.3% 40.0% 33.3% 66.7% 0.0% 13.3% 66.7% 20.0% 100.0% 53.3% 53.3% 46.7% 46.7%
Hammacher Schlemmer 7 5 2 4 0 1 3 3 4 3 0 1 5 1 7 4 3 3
3.7% 5.4 2.0% 2.7% 0.0% 1.7% 4.3% 8.6% 3.8% 3.5% 0.0% 1.5% 5.1% 7.1% 3.7% 9.3% 18.2% 6. 4.1%
100% 71.4% 28.6% 57.1% 0.0% 14.3% 42.9% 42.9% 57.1% 42.9% 0.0% 14.3% 71.4% 14.3% 100.0% 57.1% 57.1% 42.9% 42.9%
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Base: Have purchased products through catalogs (Q.7A Code 1)

CIGAR NON-SMOKER STUDY

Q7D. Which of the following catalogs do you purchase from regularly, at Jeast once per year?

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY
MARTED DIVRCE/ HEAVY SPEND EVER
§75K= MARIED NO  SEP/ ~CATLOG SPEND ~KEY  HEAVY SMOKED
TOTAL MEN WOMEN 30-54 25-34 35-44 45-54 55-65 399.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOGC CAT  INDLCR CIGARS
Total 191 92 99 147 28 58 69 35 105 86 13 66 98 14 191 43 22 44 73
o 100 6% 100-0% 100.0% 100-0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 109. 0% 100.0%
OO 100 0% 1917 8K 77.0% 14.7% 30.4% 36.1% 18.3% 55.0% 45.0%  6.8% 34.6X 51.3% 7.3% 100.0% 22.5% 11.5% 23.0% 38.2%
Brookstone 7 5 2 3 1 1 2 3 2 5 0 3 4 0 7 5 5 4 1
2 saw 265 2.0% 3.6 1.7% 2.9 8.6% 1.9% 5.8 0.0% 4.5% 4.3% 0.0% 3.7% 1l.e¥ 22.7% _9.7% 1.4%
dK A AR JBek 45.9% 14.3% 14.3% 28.6% 42.9% 28.6% 71.4% 0.0% 42.% S57.1% 0.0% 100.0% 71.4% 71.4% 57.1% 14.3%
Levenger 6 4 2 4 1 4] 3 2 4 2 1 1 3 1 6 3 2 5 3
3% 4% 28 29% 3ex o.om 4.3% s.7x 3.8 2% 7.7% 1.5% 3% 7.1 3.1% 708 9.0% AL4X 4-0%
Siak a3 A0 GE0X 16.7% 0.0% 50.0% 3313 66.7% 333 16.7% 16.7% 50.0% 16.7% 100.0% 50.0% 33.3% 83.3% 50.0%
Frontgate 2 1 1 2 1 0 1 0 2 0 0 1 1 0 2 1 1 2 1
L 3% 1.1%x 1.0%x 1.4% 3.6% 0.0% 1.4% 0.0% 1.9% 0.0%x 0.0% 153% 1.0% 0.0% 1.0% 2.3% 4.3% 4.3 3.0
10X (33 shO0% 100,08 50.0% 0.0% SD.0% 0.0% 100.0% 0.0% 0.0% 50.0% 50.0% 0.0% 100.0% 50.0% 50.0% 100.0% 50.0%
Net - Food/Wine 11 5 6 8 1 3 4 3 5 6 0 7 3 1 11 7 7 5 5
% s.ax  6.9% S.4%  3.6% 5.2% 5.8% 8.6% 4.8% 7.0x 0.0% 10.6% 3.1x 7.1% 5.8% 16.3% 31.8% 11.% 6.8%
100% 4270k o4 sk 72.7%  9.1% 27.3% 36.4% 27.3% 45.5% S54.5% 0.0% 63.6% 27.3% 9.1% 100.0% 63.6% 63.6% 45.5% 45.5%
Omaha Steaks 4 2 5 1 2 2 1 2 4 0 4 2 0 6 6 6 2 3
38 4% 2.6% 3% 3.6% 3.4% 2.% 2.9% 1.9% 4.7% 0.0% 6.1% 2.0% 0.0% 3.3% 14.08 27.3% 4.3% 4.1%
Boak Gl 20 oW 157k 33.3% 3303% 167% 3303% 66.7% 0.0k 66.7% 33.3% 0.0% 100.0% 100.0% 100.0% 33.3% 50.0%
Wine Enthusiast 5 2 3 3 0 0 3 2 2 3 0 3 1 1 5 2 2 4 2
2 %% 2.5 3.0% 2.0% 0.0% 0.08 4.3% 5.7% 1.9% 3.5% 0.0% 4.5% 1.0% 7.1% 2.6% 4.7% S.1% 2. Z.7X
2.0% b8 600k e0.0% 0.0% 0.0% 60.0% 40.0% 40.0% 600X 0.0% 60.0% 20.0% 20.0% 100.0% 40.0% 40.0% 80.0% 40.0%
Balduccis 2 0 2 2 0 1 1 0 2 0 0 1 1 0 2 1 1 1 1
1% 0% 26%x 1.9 o0 1.7% 1.4% 0.0% 1.9% 0.0% 0.0% 1.5% 1.0% 0.0% 1.0% 2.3% 4.5% 2.3 1.4%
L O K 10670k 100.0% 0.0% S0.0% S0.0% 0.0% 100.0% 0.0 0.0% 50.0% 50.0% 0.0% 100.0% 50.0% 50.0% 50.0% 50.0%
Dean & Deluca 2 0 2 2 | 1 1 0 2 0 0 1 1 0 2 1 1 1 1
1% 00x 268 1.4 o00% 1.7% 1.4 0.0% 1.9 0.0% 0.0% 1.5% 1.0% 0.0% 1.0% 2.3% 4.5% 2.3%  1.4%
Too%  0-O0% 100.0% 100.0% 0.0% S0.0% 50.0% 0.0% 100.0% 0.0X 00K S0.0% 50.0% 0.0% 100.0% 50.0% 50.0% 50.0% 50.0%
Net - Adventure/Travel 8 4 4 7 1 1 6 0 3 5 0 3 4 1 8 4 4 4 1
S 43% 4.0% 4.8 3.6% 1.7% 8.7% 0.0% 2.9 5.8 0.0% 4.5% 4.0%x 7.1% 4.26 9.3% 18.2% 2.1 1.4%
o cq 1008 50.08 50.0% 87 Sk 1>75% 12.5% 75.0% 0.0% 37.5% 62.5% 0.0% 37.5% 50.0% 12.5% 100.0% 50.0% 50.0% 50.0% 12.5%
Autasport »ES 2 2 0 1 1 0 1 0 0 2 0 1 1 0 2 1 1 1 1
SHRF 1.0v 2.2% 00% 0.7%x 3.6% 008 1.4%x 0.0% 0.0% 2.3% 0.0¢ 1.5% 1.0% 0.0% 1.0 2.3% 4.5% 2.3% 1.4%
S 25 100% 100.0% 0.0% 50.0% 50.0% 0.0% 50°0% 0.04 0.0% 100.0% 0.0% 50.0% 50.0% 0.0% 100.0% 50.0% 50.0% 50.0% 50.0%
Patagonia 833 > 1 1 2 0 1 1 1 1 0 1 1 0 2 2 2 1 0
S98 10% 1% 1.0%x 1.4 0.0% 1.7% 1.4% 0.0x 1.0% 1.2% 0.0 1.5% 1.0% 0.0% 1.0%  4.7% % 2.3% 0.0%
SmE 1008 0.0k 50.0% 100.0x 0.0 50.0¥ 50.0% 0.0% sD.0% 50.06 0.0% 50.0% $0.0% 0.0% 100.0% 100.0% 100.0% 50.0% 0.0%
-
Travelsmith z 2 0 2 2 0 0 2 0 2 0 0 0 1 1 2 1 1 1 0
= 1% o.0v 2.0¢ 1.4 0.0% 0.0% 2.9 0.0% 1.9 0.0¢ 0.0% 0.0% 1.0% 7.1% 1.06 2.3% 4.3% 2.3% 0.0%
T 100% 0.0% 100.0% 100.0% 0.0% 0.0% 100.0% 0.0% 100.0% 0.0% 0.0% 0.0% 50.0% 50.0% 100.0% 50.0% SO.0% 50.0% 0.0%
A
Dooney & Bourke =) 1 1 0 1 0 1 0 0 0 1 0 1 0 0 1 1 1 0 0
M o5% 1.0% 0.0% 0.7% 0.0% 1.7% 0.0k 0.0% 0.0% 1.26 0.0% 1.5% 0.0% 0.0% 0.5% 2.3% 4.5% 0.0% 0.0%
200k 100.0% 0.0% 100.0% 0.0% 100.0% 0.0% 0.0% 0.0% 100.0% ©0.0% 100.0% 0.0% 0.0% 100.0% 100.0% 100.0% 0.0%  0.0%
Travelers 1 0 1 1 0 0 1 0 0 1 0 1 0 0 1 0 0 1 0
0% 0.0¢ 1.06 0.7% 0.0% 0.0% 1.4% 0.0% 0.0% 1.2 0.0% 1.5% 0.0% 0.0% 0.5% 0.0% 0.0% 2.3% 0.0%
Ooo% 0 0k 100.0% 100.0% 0.0 0.0% 100.0% ©0.0% 0.0% 100.0% 0.0% 100.0% 0.0% 0.0% 100.0% 0.0% 0.0% 100.0% 0.0%
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Base: Have purchased products through catalogs (Q.7A Code 1)

Total

Field Trips

Net - Sports/Gaming

Austed

Overton

The Sportsman’s Guide

Sports Preferred Living

Netr - Tobacco

J. R. Tobacco

Thompson’s

Other

No answer

NFO #37102-010101

206000 WVYD

Y3QUO IAILD3L0¥d ¥IAANN

CIGAR NON-SMOKER STUDY

Q7D. Which of the following catalogs do you purchase from regularly, at least once per year?

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY
MARIED DIVRCE/ HEAVY SPEND EVER
§7SK~ MARIED NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL  MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS
191 92 99 147 28 58 69 35 105 86 13 66 98 14 19 43 22 44 73
100% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 200.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
100% 48.2% 51.8% 77.0% 14.7% 30.4% 36.1% 18.3% 55.0% 45.0% 6.8% 34.6%¥ 51.3% 7.3% 100.0% 22.5% 11.5% 23.0% 38.2%
1 1 0 1 0 0 1 0 0 1 0 0 1 0 1 0 0 0 0
0.5% 1.1% 0.0% 0.7% 0.0% O0.0% 1.4% 0.0% 0.0% 1.2¢ 0.0 0.06 1.0% 0.0 0.5 0.0% 0.0% 0.0% 0.0%
100% 100.0% 0.0% 100.0% 0.0% 0.0% 100.0% 0.0% 0.0% 100.0% 0.0% 0.0% 100.0%¥ 0.0% 100.0% 0.0% 0.0% 0.0% 0.0%
7 7 0 6 2 0 5 0 2 5 0 2 4 1 7 2 2 3 5
3.7 7.66 0.0 4.1% 7.1% 0.0% _7.2% 0.0% 1.9% 5.8 0.0% 3.0% 4.1% 7.1¥ 3.7% 4.7% 9.1% 6.8% 6.8%
100% 100.0% 0.0% 85.7% 28.6% 0.0% 71.4% 0.0% 28.6% 71.4% 0.0% 28.6% 57.1% 14.3% 100.0% 28.6% 28.6% 42.9% 71.4%
2 2 0 2 0 0 2 0 1 1 0 0 2 0 2 1 1 2 2
1.06 2.2% 0.0% 1.4¢ 0.0% 0.06 2.9% 0.0% 1.0% 1.2% 0.0 0.0% 2.0 0.0% 1.06 2.3% 4.5 4.5% 2.7%
100% 100.0% 0.0% 100.0¥% 0.0%¥ 0.0% 100.0% 0.0% 50.0% 50.0% 0.0% 0.0% 100.0% 0.0% 100.0% 50.0% 50.0% 100.0% 100.0%
2 2 0 2 0 0 2 0 0 2 0 1 0 1 2 1 1 1 2
1.0 2.2% 0.0 1.4% 0.0 0.0% 2.9% 0.0% 0.0% 2.3% 0.0% 1.5% 0.0% 7.1¥ 1.0% 2.3% 4.5% 2.3% 2.7%
100% 100.0% 0.0% 100.0% 0.0% 0.0% 100.0% 0.0% 0.0% 100.0%¥ C.0% 50.0% 0.0% 50.0% 100.0% 50.0% S50.0% 50.0% 100.0%
2 2 0 1 2 0 0 0 1 1 [ 1 0 2 0 0 1
1.06 2.2 0.0 0.7% 7.1% 0.0%4 0.0% 0.0% 1.0% 1.2% 0.0% 1.5 1.0% 0.0% 1.0% 0.0% 0.0% 0.0%5 1.4%
100% 100.0% 0.0% 50.0% 100.0% 0.0% ©0.0% 0.0% 50.0% S50.0% O0.0% 50.0% 50.0% 0.0% 100.0¥ 0.0% 0.0% 0.0% S5S0.0%
1 1 0 1 0 0 1 0 0 1 0 0 1 0 1 0 (1] 0 0
0.5 1.1 0.0% 0.7% 0.0 O0.0% 1.4 0.0% 0.0% 1.2% 0.0% O0.0% 1.0% 0.0% 0.5%% 0.0% 0.0% 0.0%x 0.0%
100%¢ 100.0% 0.0% 100.0% 0.0% 0.0% 100.0% 0.0%¥ 0.0% 100.0%¥ 0.0% 0.0% 100.0% 0.0% 100.0¥ 0.0% 0.0% 0.0%¥ 0.0%
2 [¢] 2 1 1 0 0 1 0 2 0 1 1 0 2 1 1 1
1.06 0.0 2.0% 0.7% 3.66 0.0 0.0 2.9 0.0% 2.3% 0.0% 1.5% 1.0 0.0% 1.0%6 2.3% 4.5% 2.3% 1.4%
100% 0.0% 100.0% 50.0% 50.0% 0.0% 0.0% 50.0% 0.0% 100.0% 0.0% 50.0% 50.0% 0.0% 100.0% 50.0% 50.0% 50.0% 50.0%
1 0 1 0 0 0 0 1 0 1 0 0 1 0 1 1 1 1 0
0.5% 0.0 1.0 0.0 0.0 0.0% O0.06 2.9% 0.0%¥ 1.2% 0.0 O0.06 1.0 0.0% 0.5% .3% 5 2.3% 0.0%
100%  0.0% 100.0% O0.0% 0.0% 0% 0.0% 100.0% 0.0% 100.0% 0.0% O0.0% 100.0% 0.0% 100.0% 100.0% 100.0% 100.0% 0.0%
1 0 1 1 1 0 0 0 0 1 0 1 0 0 1 0 0 0 1
0.5 0.0% 1.0 0.7% 3.6% 0.0¥ 0.0 0.0 0.0% 1.2 0.0% 1.5 0.0% 0.04 0.5% 0.0% O0.0% 0.0% 1.4%
100%  0.0% 100.0% 100.0% 100.0% 0.0% 0.0% 0.0% 0.0% 100.0% 0.0% 100.0% 0.0% 0.0% 100.0% 0.0% 0.0¥ 0.0% 100.0%
106 46 60 85 14 38 38 15 60 46 6 39 53 8 106 23 11 21 36
55.5% 50.0% 60.6% 57.8% 50.0% 65.5% S55.1% 42.9% 57.1% 53.5% 46.2% 59.1% 54.1% S57.1% 55.5% 53.5% 50.0% 47.7% 49.3%
100% 43.4% 56.6% 80.2% 13.2% 35.8% 35.8% 14.2% 56.6% 43.4% 5.7% 36.8% S50.0% 7.5% 100.0% 21.7% 10.4% 19.8% 34.0%
25 14 11 20 3 6 11 5 15 10 0 8 15 2 25 1 0 2 12
3.1% 15.2% 11.1% 13.6% 10.7% 10.3% 15.9% 14.3% 14.3% 11.6% 0.0% 12.1% 15.3% 14.3% 13.1% 2.3% 0.0% 4.5% 16.4%
100% 56.0% 44.0% B80.0% 12.0% 24.0% 44.0% 20.0% 60.0% 40.0% 0.0% 32.0% 60.0% 8.0% 100.0% 4.0% 0.0% 8.0% 48.0%
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Q. Demographics

BASE: Total Respondents

TOTAL

GEQGRAPHIC DIVISTONS
NEW ENGLAND

MIDDLE ATLANTIC

EAST NORTH CENTRAL

WEST NORTH CENTRAL

SQUTH ATLANTIC

EAST SOUTH CENTRAL

WEST SOUTH CENTRAL

MOUNTAIN
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NFO #37102-010101

CIGAR NON-SMOKER STUDY

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY

MARIED DIVRCE/ HEAVY SPEND EVER

$75K- MARIED  NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED

TOTAL MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS
206 102 104 157 29 62 75 39 110 74 103 15 191 43 22 47 81
100% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100 0% 100. 0% 100. 0‘)6 100.0% 100.0% 100.0% 100.0% 100.0% 100 0% 100.0%
100% 49.5% 50.5% 76.2% 14.1% 30.1% 36.4% 18.9% 53.4% 46 6% 6.8% 35. 50.0% 7.3% 92.7% 20.9% 10.7% 22.8% 39.3%
8 4 4 7 2 4 2 0 S 3 1 4 2 1 7 4 3 3 2
3.96 3.9% 3.8 4.5% 6.9% 6.5 2.7% 0.0% 4.5% 3.1%  7.1%  5.4%  1.9% 6.7% 3.7% 9.3% 13.6% 6.4% 2.5%
100% 50.0% 50.0% 87.5% 25.0% 50.0% 25.0% 0.0% 62.5% 37.5% 12.5% 50.0% 25.0% 12.5% 87.5% 50.0% 37.5% 37.5% 25 0%
35 15 20 28 5 12 12 6 19 16 2 10 16 7 34 7 4 13 13
17°0% 14.7% 19.2% 17.8% 17.2% 19.4% 16.0% 15.4% 17.3% 16.7% 14.3% 13.5% 15.5% 46.7% 17.8% 16.3% 18.2% 27.7% 16.0%
100% 42.9% 57.1% 80.0% 14.3% 34.3% 34.3% 17.1% 54.3% 45.7% 5.7% 28.6% 45.7% 20.0% 97.1% 20.0% 11.4% 37.1% 37.1%
48 26 22 33 6 13 15 13 25 23 3 16 27 2 47 9 4 9 19
23.3% 25.5% 21.2% 21.0% 20.7% 21.0% 20.0% 33.3% 22.7% 24.0% 21.4% 21.6% 26.2% 13.3% 24.6% 20.9% 18.2% 19.1% 23.5%
100% 54.2% 45.8% 68.8% 12.5% 27.1% 31.3% 27.1% 52.1% 47.9% 6.3% 33.3% 56.3% 4.2% 97.9% 18.8% 8.3% 18.8% 39.6%
8 3 S 8 0 4 4 0 6 2 1 2 5 0 7 1 0 0 2
3,96 2.9% 4.8% S5.1% 0.0% 6.5% L3 0.0%  5.5% 2.1%  7.1%  2.7% 4.9% 0.0% 3.7% 2.3% 0.0% 0.0% 2.5%
100% 37.5% 62.5% 100.0% 0.0% 50.0% 50.0% 0.0% 75.0% 25.0% 12.5% 25.0% 62.5% 0.0% 87.5% 12.5% 0.0% 0.0% 25.0%
43 24 19 34 5 14 16 8 25 18 4 12 25 2 39 7 3 5 20
20.0% 23.5% 18.3% 21.7% 17.2% 22.6% 21.3% 20.5% 22.7% 18.8% 28.6% 16.2% 24.3% 13.3% 20.4% 16.3% 13.6% 10.6% 24.7%
100% 55.8% 44.2% 79.1% 11.6% 32.6% 37.2% 18.6% 58.1% 41.9% 9.3% 27.9% 58.1% 4.7% 90.7% 16.3% 7.0% 11.6% 46.5%
5 2 3 3 (] 0 3 2 4 1 0 1 4 [ 5 0 0 1 0
2.4%  2.0% 2.9% 1.9 0.0% 0.0 4.0 5 3.6% 1.0% 0.0% 1.4% 3.9% 0.0% 2.66 0.0% 0.0% 2.1¥ 0.0%
100% 40.0% 60.0% 60.0% 0.0% 0.0% 60.0% 40.0% 80.0% 20. 0% 0.0% 20.0% 80.0% 0.0% 100.0% 0.0%6 0.0% 20.0% 0.0%
20 9 11 18 3 8 8 1 8 12 1 12 7 0 17 6 3 4 5
9 7% 8.8% 10.6% 11.5% 10.3% 12.9% 10.7% 2.6% 7.3% 12.5% 7.1% 16.2% 6.8% 0.0% 8.9% 14.0% 13.6% 8.5% 6.2%
100% 45.0% 55.0% 90.0% 15.0% 40.0% 40.0% 5.0% 40.0% 60.0% 5.0% 60.0% 35.0% 0.0% 85.0% 30.0% 15.0% 20.0% 25.0%
8 5 3 2 1 2 0 5 3 5 0 3 4 1 7 1 1 2 3
3.9 4.9% 2.9% 1.3% 3.4% 3.2% 0.0% 12.8% 2.7% 5. 2% 0.0% 4.1% 3.9% 6.7% 3.7% 2.3% 4.5% 4.3% 3.7%
100% 62.5% 37.5% 25.0% 12.5% 25.0% 0.0% 62.5% 37.5% 62.5% 0.0% 37.5% S0.0% 12.5% 87.5% 12.5% 12.5% 25.0% 37.5%
31 14 17 24 7 5 15 4 15 16 2 14 13 2 28 8 4 10 17
15.0% 13.7% 16.3% 15.3% 24. 8.1% 20.0% 10.3% 13.6% 16.7% 14.3% 18.9% 12.6% 13.3% 14.7% 18.6% 18.2% 21.3% 21.0%
100% 45.2% 54.8% 77.4% 22.6% 16.1% 48.4% 12.9% 48.4% 51.6% 6.5% 45.2% 41.9% 6.5% 90.3% 25.8% 12.9% 32.3% 54.8%
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CIGAR NON-SMOKER STUDY
Q. Demographics
BASE: Total Respondents

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY
MARTED DIVRCE/ HEAVY SPEND EVER

$75K- MARIED NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS

TOTAL 206 102 104 157 29 62 75 39 110 96 14 74 103 15 191 43 22 47 81
100% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
100% 49.5% SO.5% 76.2% 14.1% 30.1% 36.4% 18.9% 53.4% 46.6% 6.8% 35.9% 50.0% 7.3% 92.7% 20.9% 10.7% 22.8% 39.3%

MARKET SIZE

RURAL & CMSA OR MSA 19 8 11 15 3 3 9 4 13 6 1 7 9 2 18 3 1 1 5

UNDER 100,000 9. 2% 7.8% 10.6% 9.6% 10.3% 4.8% 12.0% 10.3% 11.8% 6.3% 7.1% 9.5% 8.7% 13.3% 9.4% 7.0% 4.5% 2.1% 6.2%
100% 42.1% 57.9% 78.9% 15.8% 15.8% 47.4% 21.1% 68.4% 31.6% 5.3% 36.8% 47.4% 10.5% 94.7% 15.8% 5.3% 5.3% 26.3%

CMSA’S OR MSA'S

100,000 - 499,999 23 12 11 17 4 7 6 6 13 10 2 7 14 0 22 8 3 3 11
11.2% 11.8% 10.6% 10.8% 13.8% 11.3% 8.0% 15.4% 11.8% 10.4% 14.3% 9.5% 13.6% 0.0% 11.5% 18.6% 13.6% 6.4% 13.6%
100% 52.2% 47.8% 73.9% 17.4% 30.4% 26.1% 26.1% 56.5% 43.5% 8.7% 30.4% 60.9% 0.0% 95.7% 34.8% 13.0% 13.0% 47.8%

500,000 - 1,999,999 45 20 25 33 6 15 15 8 25 20 4 14 25 2 42 7 2 13 13
21.8% 19.6% 24.0% 21.0% 20.7% 24.2% 20.0% 20.5% 22.7% 20.8% 28.6% 18.9% 24.3% 13.3% 22.0% 16.3% 9.1% 27.7% 16.0%

160% 44.4% 55.6% 73.3% 13.3% 33.3% 33.3% 17.8% 55.6% 44.4% 8.9% 31.1% 55.6% 4.4% 93.3% 15.6% 4.4% 28.9% 2B8.9%

2,000,000 OR MORE 119 62 57 92 16 37 45 21 59 60 7 46 55 11 108 25 16 30 52

. 54.8% 58.6% 55.2% 59.7% 60.0% 53.8% 53.6% 62.5% S0.0% 62.2% S53.4% 73.3% 57.1% 58.1% 72.7% 63.8% 64.2%
100% 52.1% 47.9% 77.3% 13.4% 31.1% 37.8% 17.6% 49.6% 50.4% 5.9% 38.7% 46.2% 9.2% 91.6% 21.0% 13.4% 25.2% 43.7%
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CIGAR NON-SMOKER STUDY
Q. Demographics
BASE: Total Respondents

GENDER AGE INCOME MARITAL STATUS CATALOG INFO

HEAVY
MARTED DIVRCE/ HEAVY SPEND EVER
$75K- MARIED NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $93.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS

TOTAL 206 102 104 157 29 62 75 39 110 96 14 74 103 15 191 43 22
100% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100 0% 100.0% 100.0% 100. 0% 100. 0‘)6 100.0% 100. 0% 100.0% 100.0% 100 0% 100 O% 100. 0%
100% 49.5% 50.5% 76.2% 14.1% 30.1% 36.4% -18.9% 53.4% 46.6% 6.8 35. 50.0% 7.3% 92.7% 20.9% 7% 8% 39.3%
HOUSEHOLD INCOME
$75,000 - $84,999 56 26 30 48 8 20 21 7 56 3 21 25 3 18

7 51 7 8
27.2% 25.5% 28.8% 30.6% 27.6% 32.3% 28.0% 17.9% 50.9% 0. 21.4% 28.4% 24.3% 46.7% 26.7% 16.3% 13.6% 17.0% 23.5%
100% 46.4% 53.6% 85.7% 14.3% 35.7% 37.5% 12.5% 100.0% 0. SIA% 37.5% 44.6% 12.5% 91.1% 12.5% 5.4% 14.3% 33.9%

0

0%

0%
$85,000 - $99,939 54 25 29 44 8 17 21 8 54 0 4 19 28 3 54 9 2 11 21
26.2% 24.5% 27.9% 2B.0% 27.6% 27.4% 28.0% 20.5% 49.1% 0.0% 28.6% 25.7% 27.2% 20.0% 28.3% 20.9%
100% 46.3% 53.7% 81.5% 14.8% 31.5% 38.9% 14.8% 100.0% 0.0% 7.4% 35.2% 51.9% 5.6% 100.0% 16.7%

$100,000 - $124,999 47 26 21 35 8 11 20 7 0 47 3 18 22 4 43 10 8 9 20
27.8% 25.5% 20.2% 22.3% 27.6% 17.7% 26.7% 17.9% 0.0% 49.0% 21.4% 24.3% 21.4% 26.7% 22.5% 23.3% 36.4% 19.1% 24.7%
100% 55.3% 44.7% 74.5% 17.0% 23.4% 42.6% 14.9% 0.0% 100 0% 6.4% 38.3% 46.8% 8.5% 91.5% 21.3% 17.0% 19.1% 42.6%

$125,000 - $149,999 16 9 7 11 3 7 2 4 0 16 1 6 9 0 15 S 3 2 7
78%  8.8% 6.7% 7.0% 10.3% 11.3% 2.7% 10.3% 0.0% 16.7% 7.1% 8.1% 8.7% 0.0% 7.9% 11.6% 13.6% 4.3% 8.6%
100% 56.3% 43.8% 68.8% 1B8.8% 43.8% 12.5% 25.0% 0.0% 100.0% 6.3% 37.5% 56.3% 0.0% 93.8% 31.3% 18.8% 12.5% 43.8%

$150,000 - $174,999 9 4 5 5 1 3 2 3 0 9 0 4 4 1 g 4 3 3 4

4.4% 3.9% 4.8% 3.2% 3.4% 4.8% 2.7% 7.7% 0.0% 9.4% 0.0% 5.4% 3.9% 6.7% 4.7% 9.3% 13.6% 6.4% = 4.9%
100% 44.4% S5.6% S55.6% 11.1% 33.3% 22.2% 33.3% 0.0% 100.0% 0.0% 44.4% 44.4% 11.1% 100.0% 44.4% 33.3% 33.3% 44.4%
0%

wto
~
xR
N
o
&
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$175,000 AND OVER 24 12 12 14 1 4 9 10 0 24 3 6 15 0 19 8 3 14 10
11.7% 11.8% 11.5% 8.9% 3.4% 6.5% 12.0% 25.8% 0.0% 25. 21.4% 8.1% 14.6% 0.0% 9.9% 18.6% 13.6% 29.8% 12.3%
160% 50.0% 50.0% 58.3% 4.2% 16.7% 37.5% 41.7% 0.0% 100.0% 12.5% 25.0% 62.5% 0.0% 79.2% 33.3% 12.5% 58.3% 41.7%

MEAN (TN THOUSANDS) 109.8 110.83 108.85 105.88 104.48 105 81 107.30 125.00 86.14 136.98 115.00 107.94 112.40 96.67 108.70 122.21 125.00 125.16 112.04
STD DEV 31.66 31.42 32.03 29.47 25.40 29.38 30.75 37.54 6. 28 T26.90 36.19 29.94 33,11 22,89 30,68 34.95 32.09 38.66 31.99
STD ERR 27206 3.111 3.140 2.352 4.717 3.731 3.550 6.012 O. 599 2.745 9.672 3.480 3.262 5.909 2.220 5.330 6.842 5.639 3.555
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CIGAR NON-SMOKER STUDY
Q. Demographics
BASE: Total Respondents

GENDER AGE INCOME MARITAL STATUS CATALOG INFO'
HEAVY
MARTED DIVRCE/ HEAVY SPEND EVER
$75K-- MARIED  NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL  MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS
TOTAL 206 102 104 157 29 62 75 39 110 96 14 74 103 15 191 22 47 81
100% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100 0% 100. 0% 100 0% 100.0% 100.0% 100.0%
100% 49.5% 50.5% 76.2% 14.1% 30.1% 36.4% 18.9% 53.4% 46.6% 6.8% 35.9% 50.0% L3% 0 92. 20.9% 10.7% 22.8% 39.3%
HOUSEHOID STZE
1 MEMBER 13 6 it 1 2 7 3 [ 7 6 o] 0 7 13 S 1 4 4
6.3% 5.9% 6.7% 6.4% 3.4% 3.2% 9.3 7.7% 5.5 7.3% 42.9% 0.06 0.0% 46.7% 6.8% 11.6%¥ 4.5% 8.5% 4.9%
100% 46.2% 53.8% 76.9% 7.7% 15.4% 53.8% 23.1% 46.2% 53.8% 46.2% 0.0% 0.0% 53.8% 100.0% 38.5% 7.7% 30.8% 30.8%
2 MEMBERS 87 45 42 58 7 15 38 27 51 36 6 0 77 4 81 19 11 23 39
42.2% 44.1% 40.4% 36.9% 24.1% 24.2% 50.7% 69.2% 46.4% 37.5% 42.9% 0.0% 74.8% 26.7% 42.4% 44.2% 50.0% 48.9% 48.1%
100% 51.7% 48.3% 66.7% 8.0% 17.2% 43.7% 31.0% S58.6% 41.4% 6.9% 0.0% 88.5% 4.6% 93.1% 21.8% 12.6% 26.4% 44.8%
2

3 MEMBERS 40 17 23 34 6 13 16 4 21 19 19 17 2 37 7 4 10 12
1% 21.7% 20.7% 21.0% 21.3% 10.3% 19.1% 19.8% 14.3% 25.7% 16.5% 13.3% 19.4% 16.3% 18.2% 21.3% 14.8%
5% 85.0% 15.0% 32.5% 40.0% 10.0% 52.5% 47.5% 5.0% 47.5% 42.5% 5.0% 92.5% 17.5% 10.0% 25.0% 30.0%
2

4 MEMBERS 44 22 2 38 10 23 9 2 20 24 0 35 8 1 41 8 3 6 16
21.4% 21.6% 21.2% 24.2% 34.5% 37.1% 12.0% 1% 18.2%  25.0% 0.0 . . . . .
100% 50.0% 50.0% 86.4% 22.7% 52.3% 20.5% 45.5% 54.5% 0.0% 79.5% 18.2% 2.3% 93.2% 18.2% 6.8% 13.6% 36.4%

5 OR MORE MEMBERS 22 12 10 17 5 9 5 3 12 10 0 20 1 1 19 4 3 4 10
10.7% 11.8% 9.6% 10.8% 17.2% 14.5% 6.7% 7.7% 10.9% 10.4% 0.0% 27.0% 1.0% 6.7% 9.9% 9.3% 13.6X 8.5% 12.3%
100% 54.5% 45.5% 77.3% 22.7% 40.9% 22.7% 13.6% 54.5% 45.5% 0.0% 90.9% 4.5% 4.5% 86.4% 18.2% 13.6% 18.2% 45.5%
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Q. Demographics
BASE: Total Respondents

TOTAL

MARITAL STATUS
NOW MARRIED

NEVER MARRIED

DIVORCED, WIDOWED,
SEPARATED

TYILNIAIINOD

NFO #37102-010101

CIGAR NON-SMOKER STUDY

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY
MARIED DIVRCE/ HEAVY SPEND EVER
$75K- MARIED SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL  MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 3$99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS
206 102 104 157 29 62 75 39 110 14 74 103 15 191

100% 100 0% 100.0%
100% 49.5% 50.5%

177% 90 87
100% 50.8% 49.2%
14 S 9
6.8% 4.9 8.7%
100% 35.7% 64.3%
15 7 8

7.3% .
100% 46.7% 53.3%

100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100 0% 100.0% 100.0% 100.0% 100.0%
76.2% 14.1% 30.1% 36.4% 18.9% 53.4% 6% 6.8% 35.9% 50.0% 7.3%

135 22 58 63 33 93 84 0 74 103 0
86.0% 75.9% 93.5% 84.0% 84.6% 84.5% 87.5% 0.0% 100.0% 100.0% 0.0%
76.3% 12.4% 32.8% 35.6% 18.6% 52.5% 47.5% 0.0% 41.8% 58.2% 0.0%
12 6 3 4 1 7 7 14 0 0 0
7.6% 20.7% 4.8% 5.3% 2.6% 6.4% 7.3% 100.0% 0.0% 0.0% 0.0%
85.7% 42.9% 21.4% 28.6% - 7.1% 50.0% 50.0% 100.0% 0.0% 0.0% 0.0%
10 1 1 8 5 10 5 0 0 0 15 -
6.4% 3.4% 1.6% 10.7% 12.8% 9.1%  5.2% 0.0% 0.0% ©0.0% 100.0%
66.7% 6.7% 6.7% 53.3% 33.3% 66.7% 33.3% 0.0% 0.0% 0.0% 100.0%

NFO Research Inc.

43 22 47 81
100.0% 100.0% 100.0% 100.0% 100.0%
92.7% 20.9% 10.7% 22.8% 39.3%

164 36 19 38 69
85.9% 83.7% B86.4% 80.9% 85.2%
92.7% 20.3% 10.7% 21.5% 39.0%

13 4 2 4 6
6.8% 9.3% 9.1% 8.5% 7.4%
92.9% 2B8.6% 14.3% 28.6% 42.9%

14 3 1 5 6
7.3% 7.0% 4.5% 10.6% 7.4%
93.3% 20.0% 6.7% 33.3% 40.0%
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CIGAR NON-SMOKER STUDY
Q. Demographics
BASE: Total Respondents

GENDER AGE INCOME MARITAL STATUS CATALOG INFO

HEAVY
MARIED DIVRCE/ HEAVY SPEND EVER
$75K- MARIED NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL  MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS

TOTAL 206 102 104 157 29 62 75 39 110 96 14 74 03 15 191 43 22 47 81
100% 100.0% 100.0% 100.0% 100.0% 100-0% 100" 0% 100 0% 100.0% 100 0% 100.0% 100" 0% 100 0% 100 0% 100 0% 100 0% 100-6% 100 0% 100 0%
100% 49.5% 50.5% 76.2% 14.1% 30.1% 36.4% 18.9% 53.4% 46.6% 6.8% 35.9% S0.0K 7.3% 92.7% 20.0% 10.7% 22.8% 39.3%
EEMAI F_EDUCATION '
SOME HIGH SCHOOL 1 1] 1 1 0 1 0 0 0 1 1] 0 1 1] 1 0 0 0 1
0.5 0.0x 1.0% 0.8% 0.0% 1.6% 0.0% 0.0% 0.0% 1.06 0.0% 0.0% 1.0% 0.0% 0.5% 0.0% 0.0% 0.0% 1.2%
100%  0.0% 100.0% 100.0% 0.0% 100.0% ©0.0% 0.0% 0.0% 100.0% 0.0% 0.0% 100.0% 0.0% 100.0% 0.0% 0.0% 0.0% 100.0%
GRADUATED HIGH SCHOOL 20 6 14 11 6 2 7 4 12 8 1 5 11 3 18 2 0 5 2
;0% 3% 13.0% 708 20.7% 3% 9.3 10.3 1008 8.3 7.0 6.8 10.7% 20.0% Sax 4% 0.0% 10.6v 2.3%
100% 30.0% 70.0% 55.0% 30.0% 10.0% 35.0% 20.0% B50.0% 40.0% 5.0K 2% Uk 55.0% 15.0% 90.0% 10.0% O0.0% 25.0% 10.0%
SOME COLLEGE - NO DEGREE 49 22 27 37 7 17 15 10 34 15 2 18 27 2 48 10 5 8 18
23.8% 21.6% 26.0% 23.6% 24.1% 27.4% 20.0% 25.6% 30.9% 15.6% 14.3% 24.3% 26.2% 13.3% 25.1% 23.3% 22.7% 17.0% 22.2%
100% 44.9% 55.1% 75.5% 14.3% 34.7% 30.6% 20.4% 69.4% 30.6% 4.1% 36.7% 55.1K 4.1% OB.0% 20.4% 10.2% 16.3% 36.7%
GRADUATED COLLEGE — 15 6 9 15 2 6 7 0 6 g 0 9 & 0 14 6 2 3 s
ASSOCIATE'S DEGREE 7.3%  5.9% 8.7% 9.6% 6.9% 9.7% 9.3% 0.0% 5.5% 9.4% 0.0% 12.2% 5.8% 0.0% 7.3% 14.0% 9.1% 6.4% 6.2%
100% 40.0% 60.0% 100.0% 13.3% 40.0% 46.7% 0.0% 40.0% 60.0% 0.0X 60.0% 40.06 0.0% 93.3% 40.0% 13.3% 20.0% 33.3%
GRADUATED COLLEGE — 59 29 30 46 6 20 21 12 30 29 3 24 30 2 52 12 7 17 25
BACNELOR’S DEGREE 28.6% 28.4% 28.8% 29.3% 20.7% 32.3% 28.0% 30.8% 27.3% 30.26 21.4% 32.4% 29.1% 13.3% 27.2% 27.9% 31.8% 36.2% 30.0%
100% 49.2% 50.8% 78.0% 10.2% 33.8K 35.6% 20.3% 50.8% 49.2% 5.1% 40.7% 50.8% 3.4% B88.1% 20.3% 11.9¢ 28.8% 42.4%
POST GRADUATE DEGREE 50 29 21 38 6 15 19 10 22 28 3 17 27 3 47 12 8 12 24
24.3% 28.4% 20.2% 24.2% 20.7% 24.2% 25.3% 25.6% 20.0% 29.2% 21.4% 23.0% 26.2% 20.0% 24.6% 27.9% 36.4% 25.5% 29 6%
100% 58.0% 42.0% 76.0% 12.0% 30.0% 38.0% 20.0% A44.0% 56.0% 6.0 34.0% 54.0% 6.0 O4.0% 24.0% 16.0% 24.0% 45.0%
NO ANSWER 2 0 2 1 1 0 0 1 1 1 0 1 1 0 2 0 0 0
1.0 0.05 1.9% O0.6% 3.4 0.0% 0.0% 2.6% 0.9 1.06 0.0% 1.4% 1.0% 0.0% 1.06 2.3% 0.0% 0.0% 0.0%
100%  0.0% 100.0% S0.0% 50.0% 0.0% 0.0% 50.0% S0.0% 50.0% 0.0% 50.0% 50.0% 0.0% 100.0% 50.04 0.0% 0.0% 0.0%
NO FEMALE 10 10 0 8 1 1 6 2 5 5 5 0 0 5 9 0 0 2 6
4.9%  9.8% 0.0% 5.1% 3.4% 1.6% 8.0% 5.1% 4.5% 5.2% 35.7% 0.0% 0.0% 33.3% 4.7% 0.0% 0.0% 4.3% 7.4%
100% 100.0% 0.0% 80.0% 10.0% 10.0% 60.0% 20.0% SO.0% 50.0% 50.0% 0.06 0.0 S50.0% 90.0% 0.0% 0.0 20.0% 60.0%
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CIGAR NON-SMOKER STUDY
Q. Demographics
BASE: Total Respondents

GENDER AGE INCOME MARITAL STATUS CATALOG INFO

HEAVY
MARIED DIVRCE/ HEAVY SPEND EVER
$75K- MARIED  NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINCLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS

TOTAL 206 102 104 157 29 62 75 39 110 96 14 74 163 15 191 43 22 47 81
100% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100. OX, 100.0% 100 0% 100.0% 100.0% 100.0% 100.0%
100% 49.5% SO.5% 76.2% 14.1% 30.1% 36.4% 18.9% 53.4% 46.6% 6.8% 35.9% 50.0 7.3% 92 20.9% 10.7% 22.8% 39.3%

MALE EDUCATION
SOME HIGH SCHOOL 3 1 2 1 2 1 0 0 3 0 2 1 0 2 [ [ 0 0
1.5% 1.0% 1.9% 0.6% 6.9% 1.6 0.0% 0.0% 0.0% 3.1% 0.0% 2.7% 1.0%4 0.0% 1.0% 0.0% 0.0% 0.0% 0.0%
100% 33.3% 66.7% 33.3% 66.7% 33.3% 0.0% 0.0% 0.0% 100.0% 0.0% 66.7% 33.3% 0.0% 66.7% 0.0% 0.0% 0.0% 0.0%
GRADUATED HIGH SCHOOL 24 8 16 22 4 7 11 2 16 8 0 11 11 2 23 1 0 6

7
11.7% 7.8% 15.4% 14.0% 13.8% 11.3% 14.7% L1% 14.5% 8.3% . . 10.7% 13.3% 12.0% 2.3% 0.0% 14.9% 7.4%
100% 33.3% 66.7% 91.7% 16.7% 29.2% 45.8% 66.7% 33.3% 0% 45.8% 45.8% 8.3% 95.8% 4.2% 0.0% 29.2% 25.0%

SOME COLLEGE — NO DEGREE 112% 12 11 14 4 8 5 6 16 7 0 5 17 1 22 6 3 3 9
%

oW
W
R
(=X
(=3
®
=
-

606000 NVO

A 11.8% 10.6% 8.9% 13.8% 12.9% 6.7% 15.4% 14.5% 7.3% 0.0% 6.8 16.5% 6.7% 11.5% 14.0% 13.6% 6.4% 11.1%
100% 52.2% A47.8% 60.9% 17.4% 34.8% 21.7% 26.1% 69.6% 30.4% 0.0% 21.7% 73.9% 4.3% 95.7% 26.1% 13.0% 13.0% 39.1%
GRADUATED COLLEGE - 12 8 4 10 3 3 4 2 7 5 1 5 & 0 11 3 Q 0
ASSOCIATE'S DEGREE 5.8% 7.8% 3.8% 6.4% 10.3% 4.8% 5.3% S5.1% 6.4% 5.2 7.1% 6.8% 5.8 0.0% 5.8% 7.0% 0.06 0.0% 8.6%
100% 66.7% 33.3% B83.3% 25.0% 25.0% 33.3% 16.7% 58.3% 41.7% 8.3% 41.7% 50.0% 0.0% 91.7% 25.0% 0.0% 0.0% 58.3%
GRADUATED COLLEGE - 61 31 30 48 8 21 21 10 37 24 3 28 28 2 57 14 7 14 24
BACHELOR'S DEGREE 20.6% 130.4% 28.8% 30.6% 27.6% 33.9% 28.0% 25.6% 33.6% 25.0% 21.4% 37.8% 27.2% 13.3% 29.8% 32.6% 31.8% 29.8% 29.6%
100% 50.8% 49.2% 78.7% 13.1% 34.4% 34.4% 16.4% 60.7% 39. 3%  4.9% 45.9% 45.9% 3.3% 93.4% 23.0% 11.5% 23.0% 39.3%
POST GRADUATE DEGREE 69 42 27 52 4 19 30 16 26 43 3 23 39 4 63 13 10 18 32
33.5% 41.2% 26.0% 33.1% 13.8% 30 6% 40.0% 41.0% 23.6% 44.8% 21.4% 31.1% 37.9% 26.7% 33.0% 30.2% 45.5% 38.3% 39.5%
100% 60.9% 39.1% 75.4% 5.8% 27.5% 43.5% 23.2% 37.7% 62.3% 4.3% 33.3% 56.5% 5.8% 91.3% 18.8% 14.5% 26.1% 46.4%
NO MALE 14 0 14 10 4 3 4 3 8 6 7 0 1 [ 13 6 2 S 3
6.8% 0.0% 13.5% 6.4% 13.8% 4.8% 5.3% 7.7% 7.3% 6.3% 50.0% 0.0% 1.0% 40.0% 6.8% 14.0% 9.1% 10.6% 3.7%
100¥ 0.0% 100.0% 71.4% 28.6% 21.4% 28.6% 21.4% 57.1% 42.9% 50.0% 0.0% 7.1% 42.9% 92.9% 42.9% 14.3% 35.7% 21.4%
co
Z0
oz
mm
a5
oum
oz
&3
m
O!T
=
<
m
[o]
A
(=
m
A

NFO #37102-010101

NFO Research Inc. PACE 61



CIGAR NON-SMOKER STUDY
Q. Demographics

BASE: Total Respondents

GENDER AGE INCOME MARITAL STATUS CATALOG INFO

HEAVY
MARIED DIVRCE/ HEAVY SPEND EVER
$75K- MARIED NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL  MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 399.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS

TOTAL 206 102 104 157 29 62 75 39 110 96 14 74 103 15 191 43 22 47 81
100% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%¥ 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
100% 49.5% 50.5% 76.2% 14.1% 30.1% 36.4% 18.9% 53.4% 46.6¥ 6.8% 35.9% S50.0% 7.3% 92.7% 20.9% 10.7% 22.8% 39.3%

EEMALE OCCUPATION

MANAGERTAL 96 46 50 76 14 28 38 15 48 48 7 32 52 5 90 21 9 22 38
PROFESSTONAL, EXECUTIVE 46, 6% 45.1% 48.1% 48.4% 48.3% 45.2% 50.7% 38.5% 43.6% 50.0%6 50.0% 43.2% 50.5% 33.3% 47.1% 48.8% 40.9% 46.8% 46.9%
100% 47.9% 52.1% 79.2% 14.6% 29.2% 39.6% 15.6% 50.0% 50.0% 7.3% 33.3% 54.2% 5.2% 93.8% 21.9% 9.4% 22.9% 39.6%

TECHNICAL, SALES, 40 14 26 31 6 14 12 8 28 12 1 15 23 1 38 6 2 S 15
ADMINISTRATIVE SUPPORT  19.4% 13.7% 25.0% 19.7% 20.7% 22.6% 16.0% 20.5% 25.5% 12.5% . 2.3%  6.7% 19.9% 14.0% 9.1% 10.6% 18.5%
100% 35.0% 65.0% 77.5% 15.0% 35.0% 30.0% 20.0% 70.0% 30.0% 7.5% 2.5% 95.0% 15.0% 5.0% 12.5% 37.5%

NN
&
N

Ne
w
kS

wVInNG

SERVICE 7 3 4 ] 1 1 4 1 [ 1 0 5 2 0 7 3 3 3 4
3.4% 2.9% 3.8 3.8% 3.4% 1.6 5.3% 2.66 5.5% 1.06 0.0% 6.8 1.9% 0.0% 3.7% 7.0% 13.6% 6.4% 4.9%
100% 42.9% S57.1% 85.7% 14.3% 14.3% S7.1% 14.3% 85.7% 14.3% 0.0% 71.4% 28.6% 0.0% 100.0% 42.9% 42.9% 42.9% 57.1%

OPERATOR, LABORER 1 0 0 1 0 1 0 0 0 1 0 1 1 0

1 1 [¢] 0
0.5% 1.0 0.0 0.6 0.0 0.0% 1.3%x 0.064 0.9% 0.06 0.0% 0.0% 1.0% 0.0% O0.5% 2.3% 0.0 0.0% 0.0%
100% 100.0% 0.0% 100.0% 0.0% 0.0%¥ 100.0% 0.0% 100.0% O0.0% 0.0% 0.0% 100.0% 0.0% 100.0% 100.0% 0.0% 0.0% 0.0%
RETIRED, STUDENT ARMED 52 28 24 35 7 18 14 13 22 30 1 22 25 4 46 12 8 15 18
FORCES, OTHER - 25.2% 27.5% 23.1% 22.3% 24.1% 29.0% 18.7% 33.3% 20.0% 31.3% 7.1% 29.7% 24.3% 26.7% 24.1% 27.9% 36.4% 31.9% 22.2%
ANSWER' 100% 53.8% 46.2% 67.3% 13.5% 34.6% 26.9% 25.0% 42.3% 57.7% 1.9% 42.3% 48.1% 7.7% 88.5% 23.1% 15.4% 28.8% 34.6%
NO FEMALE 10 10 0 8 1 6 2 S S 5 0 0 5 9 1] 0 2 6
4.9% 9.8% 0.0 5.1% 3.4% 1.6% 8.0% 5.1% 4.5% 5.2% 35.7% 0.0% 0.0% 33.3% 4.7% 0.0% 0.0% 4.3% 7.4%
100% 100.0% 0.0% 80.0% 10.0% 10.0% 60.0% 20.0% 50.0% S50.0% 50.0% 0.0% 0.0% 50.0% 90.0% 0.0% 0.0% 20.0% 60.0%
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Q. Demographics
BASE: Total Respondents

TOTAL

MALE OCCUPATTON

MANAGERIAL
PROFESSIONAL, EXECUTIVE

TECHNICAL, SALES
ADMINISTRATIVE SUPPORT

SERVICE

FARMING, FORESTRY,
FISHING

CRAFTSMAN, REPAIRMAN
OPERATOR, LABORER

RETIRED, STUDENT, ARMED
FORCES, OTHER - Ko
ANSWER

NO MALE

116000 AVO
FIVILNIQIANOD
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NFO #37102-010101

CIGAR NON-SMOKER STUDY

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY

MARIED DIVRCE/ HEAVY SPEND EVER

$75K- MARIED  NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED

TOTAL MEN  WOMEN 30-54 25-34 35-44 45-34 55_65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS
206 102 104 157 62 75 39 110 74 103 15 191 43 47 81
100% 100.0% 100.0% 100.0% 100 O% 100.0% 100.0% 100.0% 100.0% 100 O% 100. 0% 100.0% 100.0% 100 0% 100 0% 100.0% 100. O% 100.0% 100.0%
100% 49.5% 50.5% 76.2% 14.1% 30.1% 36.4% 18.9% 53.4% 6% 6.8% 35.9% 50.0% 7% 20.9% 10.7% 22.8% 39.3%
118 73 45 92 i3 36 46 22 56 62 (] 46 62 4 109 25 13 25 52
$7.3% 71.6% 43.3% 58.6% 44.8% 58.1% 61.3% 56.4% 50. 9% 64.6% 42.9% 62.2% 60.2% 26.7% 57.1% 58.1% 59.1% 53.2% 64.2%
160% 61.9% 38.1% 78.0% 11.0% 30.5% 39.0% 18.6% 47. S% 52.5% 5.1% 39.0% 52.5% 3.4% 92.4% 21.2% 11.0% 21.2% 44.1%
27 9 18 25 5 11 11 0 16 11 0 13 13 1 26 3 0 5 10
13.1%  8.8% 17.3% 15.9% 17.2% 17.7% 14.7% 0.0% 14.5% 11.5% 0.0% 17.6% 12.6% 6.7% 13.64 7.0% 0.0% 10.6% 12.3%
100% 33.3% 66.7% 92.6% 18.5% 40.7% 40.7% 0.0% 59.3% 40.7% 0.0% 48.1% 48.1% 3.7% 96.3% 11.1% 0.0% 18.5% 37.0%
5 1 4 5 1 i 3 0 4 1 0 1 3 1 4 2 1 2 1
2.4% 1.0% 3.8% 2% 3.4% 1.6% 4.0% 0.0% 3.6 1.0 0.0% 1.4% 2.9% 6.7% 2.1% 4.7% 4.5% 4.3% 1.2%
160% 20.0% 80.0% 100.0% 20.0% 20.0% 60.0% 0.0% 80.0% 20.0% 0.0% 20.0% 60.0% 20.0% B80.0% 40.0% 20.0% 40.0% 20.0%
1 0 1 0 1 0 0 0 0 1 0 i 4] 0 0 0 0 0 0
0.5% ©0.0% 1.04 0.0% 3.4% 0.0% 0.0% 0.0% 0.0 1.0 0.0% 1.4% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
100% 0.0% 100.0% 0.0% 100.0% 0.0% .0.0% 0.0% 0.0% 100.0% 0.0% 100.0% ©0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
8 4 4 7 3 2 3 0 6 2 0 5 3 0 7 0 0 0 2
3.9 3.9% 3.8% 4.5% 10.3% 3.2% 4.0% 0.0% 5.5 2.1% 0.0% 6.8% 2.9 0.0% 3.7% 0.0% 0.0% 0.0% _2.5%
100% 50.0% 50.0% 87.5% 37.5% 25.0% 37.5% 0.0% 75.0% 25.0% 0.0% 62.5% 37.5% 0.0% 87.5% 0.0% 0.0% 0.0% 25.0%
6 3 3 3 0 1 2 3 6 0 0 1 4 1 S 0 0 2 3
2.9%  2.9% 2.9% 1.9% 0.0% 1.6% 2.7% 7.7% 5% 0.0 0.0% 1.4% 3.9% 6.7% 2.6% 0.0% 0.0% 4.3% 3.7%
100% 50.0% 50.0% 50.0% 0.0% 16.7% 33.3% 50.0% 100 0% 0.0% 0.0% 16.7% 66.7% 16.7% 83.3% 0.0% 0.0% 33.3% 50.0%
27 12 15 15 2 8 6 11 14 13 1 7 17 2 27 7 6 8 10
1371% 11.8% 14.4% 9.6% 6.9% 12.9% 8.0% 28.2% 12.7% 13.5% 7.1% 9.5% 16.5% 13.3% 14.1% 16.3% 27.3% 17.0% 12.3%
100% 44.4% 55.6% 55.6% 7.4% 29.6% 22.2% 40.7% 51.9% 48.1% 3.7% 25.9% 63.0% 7.4% 100.0% 25.9% 22.2% 29.6% 37 0%

14 0 14 10 4 3 4 3 8 6 7 0 1 [ 13 6 2 5

6.8% .0% 6.4% 13.8% 4.8% 5.3% 7.7% 7.3% 6.3% 50.0% 0.0% 1.0% 40.0% 6.8% 14.0% 9.1% 10.6% 3.7%
100%  0.0% 100 0% 71.4% 28.6% 21.4% 28.6% 21.4% S7.1% 42.9% 50.0% 0.0% 7.1% 42.9% 92.9% 42.9% 14.3% 35.7% 21.4%
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Q. Demographics

BASE: Total Respondents

TOTAL

EEMALE FMPLOYMENT
FULL TIME

PART TIME

RETIRED

NOT EMPLOYED

NO ANSWER

NO FEMALE

TVILNIAIANOD

NFO #37102-010101

CIGAR NON-SMOKER STUDY

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY

MARIED DIVRCE/ HEAVY SPEND EVER

$75K- MARIED  NO SEP/ CATLOG SPEND KEY  HEAVY SMOKED

TOTAL  MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS
206 102 104 157 29 62 39 110 74 103 15 191 43 22 47 81
100% 100.0% 100.0% 100.0% 100.0% 100.0% 100 ws 100.0% 100.0% 100 0% 100. 0% 100.0% 100 0% 100.0% 1oo 0% 100.0% 100.0% 100.0% 100.0%
100% 49.5% 50.5% 76.2% 14.1% 30.1% 4% 18.9% 53.4% 46.6% 6.8% 35.9% S50.0% 7.3% (7% 20.9% 10.7% 22.8% 39.3%
128 54 74 102 22 36 50 19 71 57 8 43 69 8 122 29 15 28 44
62.1% 52.9% 71.2% 65.0% 75.9% 58.1% 66.7% 48.7% 64.5% 59.4% 57.1% S8.1% 67.0% 53.3% 63.9% 67.4% 68.2% S9. 54. 3%
100% 42.2% 57.8% 79.7% 17.2% 28.1% 39.1% 14.8% 55.5% 44.5% 6.3% 33.6% S53.9% 6.3% 95.3% 22.7% 11.7% 21.9% 34.4%
25 16 9 18 1 10 7 7 14 11 0 13 12 0 23 5 2 5 15
12.1% 15.7% 8.7% 11.5% 3.4% 16.1% 9.3% 17.9% 12.7% 11.5% 0.0% 17.6% 11.7% 0.0% 12.0% 11.6% 9.1% 10.6% 18.5%
100% 64.0% 36.0% 72.0% 4.0% 40.0% 28.0% 2B.0% 56.0% 44.0% 0.0% 52.0% 48.0% 0.0% 92.0% 20.0¥ 8.0%¥ 20.0%¥ 60.0%
g 4 5 3 0 2 1 6 6 3 0 0 7 2 9 2 2 3 4
4.4% 3.9% 4.8 1.9% 0.0% 3.2% 1.3% 15.4% 5.5% 3.1% 0.0% 0.0% 8% 13.3%  4.7% 4.7% 9.1% 6.4% 4.9%
100% 44.4% 55.6% 33.3% 0.0% 22.2% 11.1% 66.7% 66.7% 33.3% O0.0% 0.0% 77.8% 22.2% 100.0% 22.2% 22.2% 33.3% 44.4%
27 13 14 21 5 10 9 3 12 15 0 15 12 0 22 6 2 7 7
13.1% 12.7% 13.5% 13.4% 17.2% 16.1% 12.0% 7.7% 10.9% 15.6% 0.0% 20.3% 11.7% 0.0% 11.5% 14.0% 9 14.9%  8.6%
100% 48.1% 51.9% 77.8% 18.5% 37.0% 33.3% 11.1% 44.4% 55.6% 0.0% 55.6% 44.4% 0.0% 81.5% 22.2% 7.4% 25.9% 25.9%
7 5 2 5 0 3 2 2 2 5 1 3 3 0’ 6 1 1 2 5
3.4% 4.9  1.9% 2% 0.0% 4.8% 2.7% S5.1% 1.8% 5.2% 7.1% 4.1% 2.9% 0.0% 3.1% 2.3% 4.5% 4.3% 6.2%
100% 71.4% 28.6% 71.4% 0.0% 42.9% 28.6% 28.6% 28.6% 71.4% 14.3% 42.9% 42.9% 0.0% 85.7% 14.3% 14.3% 28.6% 71.4%
10 10 0 8 1 1 6 2 5 5 S 0 0 5 9 0 0 2 6
4.9% 9.8 0.0% S5.1% 3.4% 1.6% 8.0% 5.1% 4.5% 5.2% 35.7% 0.0% 0.0% 33.3% 4.7% 0.0% 0.0% 4.3% 7.4%
100% 100.0% 0.0% 80.0% 10.0% 10.0% 60.0% 20.0% 50.0% 50.0% 50.0% 0.0% 0.0% 50.0% 90.0% 0.0% 0.0% 20.0% 60.0%
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CIGAR NON-SMOKER STUDY
Q. Demographics
BASE: Total Respondents *

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY

MARIED DIVRCE/ HEAVY SPEND EVER
$75K MARIED NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 §99. oK $100K+ SINGLE KIDS KIDS WwIDOW SHOPRS CATLOG CAT  INDLGR CIGARS

TOTAL 206 102 104 157 29 62 75 39 110 96 14 74 103 15 191 43 22 81
100% 100 O% 100.0% 100.0% 100.0% 100. 0% 100 0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100. 0% 100. O% 100.0% 100 0% 100.0%
100% 49 $0.5% 76.2% 14.1% 30.1% 36.4% 18.9% 53.4% 46.6% 6.8% 35.% 50. 0% 7.3% 92 20.9% 10.7% 22 39.3%

MALE EMP1OYMENT

FULL TIME 178 94 84 144 25 57 70 25 96 82 7 72 90 9 165 33 16 36 71
86.4% 92.2% 80.8% 91.7% B86.2% 91.9% 93.3% 64.1% 87.3% 85.4% 50.0% 97.3% 87.4% 60.0% 86.4% 76.7% 72.7% 76.6% 87.7%
100% 52.8% 47.2% 80.9% 14.0% 32.0% 39.3% 14.0% 53.9% 46.1% 3.9% 40.4% S50.6% S5.1% 92.7% 18.5% 9.0% 20.2% 39.9%

PART TIME 1 0 1 1 0 1 0 0 1 0 0 0 1 0 1 0 0 0 0
0.5% 0.04 1.0% 0.6%5 0.0% 1.6%6 0.0% 0.0% 0.9% 0.0% 0.0% 0.0% 1.0% 0.0% O0.5% 0.0% 0.0 0.0% 0.0%
100% 0.0% 100.0% 100.0% 0.0% 100.0% 0.0% 0.0% 100.0% 0.0% 0.0% 0.0% 100.0% 0.0% 100.0% 0.0% 0.0% 0.0% 0.0%

RETIRED 11 & 5 2 0 1 1 9 4 7 0 2 9 0 11 4 4 5 6
53 5.9% 4.8% 1.3% 0.0% 1.66 1.3% 23.1% 3.6% 7.3% 0.0% 2.7% 8.7% 0.0% 5.8% 9.3% 18.2% 10.6% 7.4%
100% 54.5% 45.5% 18.2% 0.0% 9.1% 9.1% B81.8% 36.4% 63 6% 0.0% 18.2% 81.8% 0.0% 100.0% 36.4% 36.4% 45.5% 54.5%

NOT EMPLOYED 1 1 0 [} 0 [ 0 1 1 0 0 0 1 [ 1 0 0 0 [¢]
0.5% 1.0%4 0.0% 0.0% 0.0% 0.0% 0.0% 2.66 0.9 0.0% 0.0 0.0% 1.0% 0.0% 0.5 0.0% ©0.0% 0.0% 0.0%
100% 100.0% 0.0% 0.0% 0.0% 0.0% ©0.0% 100.0% 100.0% 0.0% 0.0% 0.0% 100.0% 0.0% 100.0%¥ 0.0% 0.0% 0.0% 0.0%

NG ANSWER 1 1 0 0 0 0 0 1 0 1 0 0 1 ] 0 0 0 1 1
0.5 1.0%6 0.0% 0.0% 0.0% 0.0% 0.0% 2.66 0.0% 1.0 . 0.0% 0.0% 1.0% 0.0% 0.0x% 0.0% 0.0% 2.1% 1.2%
100% 100.0¥ 0.0% 0.0% 0.0% 0.0% 0.0% 100.0% 0.0% 100.0% 0.0% 0.0% 100.0% 0.0% 0.0% 0.0% 0.0% 100.0% 100.0%

NO MALE 14 0 14 10 4 3 4 3 8 6 7 0 1 6 13 [ 2 5 3
8% 0.0% 13.5% 6.4% 13.8% 4.8% 5.3% 7.7% 7.3% 6.3% S0.0% 0.0% 1.0% 40.0% 6.8% 14.0% 9.1% 10.6% 3.7%
100% 0.0% 100.0% 71.4% 28.6% 21.4% 28.6% 21.4% 57.1% 42 9% 50.0% 0.0% 7.1% 42. 92.9% 42.9% 14.3% 35.7% 21.4%
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¥16000 WVD

CIGAR NON-SMOKER STUDY
Q. Demographics
BASE: Total Respandents

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY
MARIED DIVRCE/ HEAVY  SPEND EVER

375K~ MARIED  NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL  MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 3$99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS

TOTAL 206 102 104 157 29 62 75 39 110 96 14 74 103 15 191 43 22 47
100% 100.0% 100.0% 100.0% 100.0% 100. 0% 100.0% 100.0% 100.0% 100. O% 100.0% 100.0% 100.0% 100 0% 100 0% 100.0% 100 0% 100.0% 100. 0%
100% 49.5% 50.5% 76.2% 14.1% 30.1X 36.4% 18.9% 53.4% 46.6% 6.8% 35.9% 50.0% 3% 7% 20.9% 10.7% 22.8% 39.3%

RACE

WHITE 190 95 95 144 27 56 70 36 99 91 1l 69 95 15 176 39 19 43 78
92.2% 93.1% 91.3% 91.7% 93.1% 90.3% 93'3§a 92.3% 90.0% 94.8% 78.6% 93.2% 92.2% 100.0% 92.1% 90.7% 86.4% 91.5% 96.3%
100% 50.0% 50.0% 75.8% 14.2% 29.5% 36.8% 18.9% 52.1% 47.9% 5.8% 36.3% 50.0% 7.9% 92.6% 20.5% 10.0% 22.6% 41.1%

BLACK/AFRICAN-AMERICAN 4 2 2 2 0 1 1 2 3 1 0 1 3 0 4 0 0 2 0

9% 2.0 1.9 1.3% 0.0% 1.6 1.3 5.1% 2.7% 1.0% O0.0% 1.4 2.9% 0.0 2.1 0.0t 0.0% 4.3% 0.0%

100% 50.0% 50.0% 50.0% 0.0% 25.0% 25.0% 50.0% 75.0% 25.0% 0.0% 25.0% 75.0% O0.0% 100.0% 0.0% 0.0% 50.0% 0.0%

ASTAN OR PACIFIC 5 4 1 S 1 3 1 0 2 3 1 3 1 0 4 2 2 0 1

ISLAND 4% 3.9% 1.0% 3.2% 3.4% 1.3%% 0.0% 1.8% 3.1% 7.1% 4.1% 1.0% 0.0% 2.1% 4.7% 9.1% 0.0% 1.2%
100% 80.0% 20.0% 100.0% 20.0% 60.0% 20.0% 0.0% 40.0% 60.0% 20.0% 60.0% 20.0% O0.0% 80.0% 40.0% 40.0% 0.0% 20.0%

NATIVE AMERICAN 3 0 3 3 1 0 ] 3 0 1 a 2 3 2 1 1 0
1.5 0.06 2,96 1.9 3.4% 0.0% 2.7% 0.0% 2.7% 0.0% 7.1% 0.0 1.9 0.0% 1.6 4.7% 4.5% 2.1% 0.0%
100%  0.0% 100.0% 100.0% 33.3% 0.0% 66.7% 0.0% 100.0% 0.0% 33.3% 0.0% 66.7% 0.0% 100.0% 66.7% 33.3% 33.3%¥ 0.0%

OTHER 1 0 1 1 0 0 0 1 0 1 0 0 0 1 0 0 0 1
0.5% 0.0% 1.0% 0.66 0.0% 0.0% % 0.0 0.9% O0.0% 7.1% 0.0% 0.0% 0.0% 0.5% 0.0% 0.0% 0.0% 1.2%
100%¥ 0.0% 100.0% 100.0% 0.0% 0.0% 100.0% 0.0% 100.0% 0.0% 100.0% 0.0% 0.0% 0.0% 100.0% 0.0% 0.0% 0.0% 100.0%

NO ANSWER 3 1 2 2 0 0 1 1 0 1 2 0 3 0 0 1 1
1.5% 1.0 1.9% 1.3% 0.0% 0% 2.6 1.8% 1.0 0.0% 1.4% 1.9% 0.0% 1.66 0.0% 0.0% 2.1% 1.2%
100% 33.3% 66.7% 66.7% 0.0% 66.7% 0.0% 33.3% 66.7% 33.3% 0.0% 33.3% 66.7% 0.0% 100.0% 0.0% 0.0% 33.3% 33.3%
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Q. Demographics
BASE: Total Respondents

TOTAL

HOMF OWNERSHIP
OWN OR ARE BUYING

RENT
LIVE WITH RELATIVES (IN
THEIR HOME)

OTHER

NO ANSWER

¥IANN
IANOD
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NFO #37102-010101

CIGAR NON-SMOKER STUDY

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY
MARIED DIVRCE/ HEAVY SPEND
$75K- MARIED  NO SEP/ CATLOG SPEND  KEY
TOTAL MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT

EV

ER

HEAVY SMOKED
INDLGR CIGARS

62 75 39 96 14 74 103
100% 100. 0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100. 096
76.2% 14.1% 30. 7.

206 102 104 157
100% 49 50.5%
192 97 95 147
93.2% 95.1% .3%  93.6%
100% 50.5% 49.5% 76.6%
11 3 8 8
5.3%  2.9% _7.7% 5
100% 27.3% 72.7% 72.7%
1 1 0 [
5%  1.0% 0.0 0.0%
100% 100.0% 0.0% 0.0%
1 0 1 1
0.5% 0.0 1.0% 0.6%
100% 0.0% 100.0% 100.0%
1 0 1
0.5 1.0%6 0.0% 0.6%
100% 100.0%  0.0% 100.0%

3.
.0%

29

1%

58
93.5%

30.

2%

4
5%
4%

.0%
0
0%

.0%

.0%
.0%

110
36.4% 18.9% 53.4% 46.6% 6.8% 35.9%

73 36 102 S0 8 71
97.3% 92.3% 92.7% 93.8% 57.1% 95.%
38.0% 18.8% 53.1% 46.9% 4.2% 37.0%

1 2 7 4 4 3

1.3%  5.1%  6.4% 4.2% 28.6% 4.1%

9.1% 18.2% 63.6% 36.4% 36.4% 27.3%

0 1 0 1 1 0

0.0% 6% 0.0% 1.06 7.1% 0.0%
0.0% 100.0% 0.0% 100.0% 100.0% 0.0%

0 0 1 0 1 1]

0.0% ©0.0% 0.9 0.0% 7.1% 0.0%
0.0% 0.0% 100.0% 0.0% 100.0% 0.0%

1 0 0 1 0 0

1.3 0.0% 0.0% 1.0 0.0% 0.0%

100.0% ©0.0% 0.0% 100.0% 0.0% 0.0%

NFO Research Inc.

50.

0%

102
99.0%

53.

0.
0.

1%

15

191

22 47 81
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92.7%

178
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. 92.7%

10
5.2%
90.9%

0.
100.0%
0.
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CIGAR NON-SMOKER STUDY
Q. Demographics
BASE: Total Respondents

GENDER AGE INCOME MARITAL STATUS CATALOG INFO

HEAVY
MARIED DIVRCE/ HEAVY SPEND EVER
$75K- MARIED NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED
TOTAL  MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS

TOTAL 206 102 104 157 29 62 75 39 110 74 103 15 191 43 22
100% 100 O% 100 O% 100.0% 100.0% 100.0% 100. 0% 100.0% 100.0% 100 0% 100. 0% 100.0% 100 0% 100.0% 100.0% 100.0% 100 0% 100 O% 100 0%~
100% 49 5% 76.2% 14.1% 30.1% 36.4% 18.9% 53.4% 46.6% 6.8% 35.9% 50.0% 7.3% 92.7% 20.9% 10.7% 22.8% 39.3%
RESIDENCE
HOUSE 183 95 88 138 25 53 68 36 93 90 8 69 96 10 169 37 19 41 72
88.8% 03.1% 84.6% 87.9% 86.2% 85.5% 90.7% 92.3% 84.5% 93.8% 57.1% 93.2% 93.2% 66.7% 88.5% 86.0% 86.4% 87.2% 88.9%
100% 51.9% 48.1% 75.4% 13.7% 29.0% 37.2% 19.7% 50.8% 49.2% 4.4% 37.7% S52.5% 5.5% 92.3% 20.2% 10.4% 22.4% 39.3%
APARTMENT 7 2 5 4 3 1 1 2 5 2 3 1 [¢] 3 [ 3 2 2 5
3.4 2.0% _4.8% 2.5% 10.3% 1.6%¥ 1.3% S5.1% 4.5% 2.1% 21.4% 1.4% 0.0% 20.0% 3.1% 7.0% 9.1% 4.3% 6.2%
100% 28.6% 71.4% 57.1% 42.9% 14.3% 14.3% 28.6% 71.4% 28.6% 42.9% 14.3% 0.0% 42.9% 85.7% 42.9% 28.6% 28.6% 71.4%
MOBILE HOME 1 1 0 1 0 0 1 0 0 1 0 0 1 0 1 0 0 0 ]
0.5% 1.0 0.0 0.86 0.0% 0.0% 1.3% 0.0% 0.0% 1.06 0.0% 0.0% 0% 0.0% % 0.0 0.0% 0.0 0.0%
100% 100.0% 0.0% 100.0% 0.0% 0.0% 100.0% 0.0% 0.0% 100.0% 0.0% 0% 100.0% 0.0% 100 0.0 0.0% 0.0% 0.0%
CONDOMINIUM 9 2 7 8 0 4 1 6 3 2 2 4 1 9 2 0 3 1
4.4%  2.0%  6.7% 5.1% 0.0% 6.5% 5.3% 2.6%6 5.5% 3.1% 14.3% 2.7% 3.9% 6.7% 4.7% 4.7% 0.0% 6.4% 1.2%
100% 22.2% 77.8% 88.9% 0.0% 44.4% 44.4% 11.1% 66.7% 33.3% 22.2% 22.2% 44.4% 11.1% 100.0%¥ 22.2% 0.0% 33.3% 11.1%
TWINPLEX 1 0 1 1 0 1 0 0 1 0 0 0 0 1 1] 0 1 0
0.5 0.0% 1.0% 0.66 0.0% 1.6% 0.06 0.06 0.9% 0.0% 0.0% 1.4% 0.0% 0.0% 0.5% 0.0% 0.0% 2.1% 0.0%
100%  0.0% 100.0% 100.0¥ 0.0% 100.0%¥ ©0.0% 0.0% 100.0% 0.0% 0.0% 100.0% 0.0% 0.0% 100.0% 0.0% 0.0% 100.0% 0.0%
NO ANSWER 5 2 9 1 1 0 5 0 1 2 1 5 1 1 0 3
2.4%  2.0% 2.9% 3.2% 3.4% 4.8 1.3k 0.0% 4.5% 0.0% 7.1% 1.4% 1.9% 6.7% 2.6% 2.3% 4.5% 0.0% 3.7%
100% 40.0% 60.0% 100.0% 20.0% 60.0% 20.0% 0.0% 100.0¥ 0.0% 20.0% 20.0% 40.0% 20.0% 100.0% 20.0% 20.0% O0.0% 60.0%
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Q. Demographics
BASE: Total Respondents

TOTAL

PRESENCE OF CHILDREN
NET- CHILDREN PRESENT
UNDER 18

UNDER 6
6 - 12
13 - 17

NO CHILDREN PRESENT
UNDER 18

216000 WVO
“TVILNAIINGD
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NFO #37102-010101

CIGAR NON-SMOKER STUDY

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY

MARIED DIVRCE/ HEAVY SPEND EVER

$75K- MARIED  NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED

TOTAL MEN  WOMEN 30-54 25-34 35-44 45-54 55_65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS
206 102 104 157 29 39 110 96 14 74 103 15 43 47 81
100% 100.0% 100.0% 100.0% 100.0% 100. 0% 100 0% 100.0% 100.0% 100.0% 100.0% 100. 0% 100.0% 100.0% 100 0% 100.0% 100 0% 100.0% 100.0%
100% 49.5% 50.5% 76.2% 14.1%¥ 30.1% 36.4% 18.9% 53.4% 46.6% 6.8% 35. 50.0% 7.3% 92.7% 20.9% 22.8% 39.3%
77 39 38 71 15 41 18 3 43 34 0 74 0 3 69 12 8 15 29
37.4% 38.2% 36.5% 45.2% 51.7% 66.1% 24.0% 7.7% 39.1% 35.4% 0.0% 100.0% 0.0% 20.0% 36.1% 27.9% 36.4% 31.9% 35.8%
100% 50.6% 49.4% 92.2% 19.5% 53.2% 23.4% 3.0% 55.8% 44.2% 0.0% 96.1% 0.0% 3.%% 89.6% 15.6% 10.4% 19.5% 37.7%
26 13 13 23 11 12 2 1 14 12 0 26 0 0 24 5 4 6 10
12°6% 12.7% 12.5% 14.6% 37.9% 19.4% 2.7% 2.6% 12.7% 12.5% 0.0% 35.1% 0.0% 0.0% 12.6% 11.6% 18.2% 12.8% 12.3%
100% 50.0% 50.0% B88.5% 42.3% 46.2% 7.7% 3.8% 53.8% 46.2% 0.0% 100.0% ©0.0% 0.0% 92.3% 19.2% 15.4% 23.1% 38.5%
45 27 18 40 10 24 8 3 23 22 0 43 0 2 41 9 6 10 20
21.8% 26.5% 17.3% 25.5% 34.5% 38.7% 10.7% 7.7% 20.9% 22.9%6 0.0% 58.1% 0.0% 13.3% 21.5% 20.9% 27.3% 21.3% 24.7%
100% 60.0% 40.0% 88.9% 22.2% 53.3% 17.8% 6.7% §1.1% 48.9% 0.0% 95.6% 0.0% 4.4% 91.1% 20.0% 13.3% 22.2% 44.4%
36 17 19 36 2 20 14 0 18 18 0 35 0 1 32 4 2 4 15
17.5% 16.7% 18.3% 22.9% 6.9% 32.3% 18.7% 0.0% 16.4% 18.8% 0.0% 47.3% 0.0% 6.7% 16.8% 9.3% 1% 8.5% 18.5%
100% 47.2% 52.8% 100.0% 5.6% 55.6% 38.9% 0.0% 50.0% 50.0% 0.0% 97.2% 0.0% 2.8% 88.9% 11.1% 5.6% 11.1% 41.7%
129 63 66 86 14 21 57 36 67 62 14 0 103 12 122 31 14 32 52
62.6% 61.8% 63.5% 54.8% 48.3% 33.9% 76.0% 02.3% 60.9% 64.6% 100.0% 0.0% 100.0% 80.0% 63.9% 72.1% 63.6% 68.1% 64.2%
100% 48.8% 51.2% 66.7% 10.9% 16.3% 44.28 27.9% S1.0% 48.1% 10.9% 0.0% 79.8% 9.3% 94.6% 24.0% 10.9% 24.8% 40.3%

NF'O Research Inc.

PAGE 69
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Q. Banner A

BASE: Total Respondents

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY
MARTED DIVRCE/ HEAVY SPEND EVER
MARIED NO CATLOG SPEND  KEY  HEAVY SMOKED

$75K— EP/
TOTAL  MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS  KIDS wmow SHOPRS CATLOG CAT  INDLGR CIGARS

TOTAL 206 102 104 157 29 62 75 39 110 96 14 74 103 15 191 43 22 47 81
100% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100. 0% 100.0%
100% 49.5% S0.5% 76.2% 14.1% 30.1% 36.4% 18.9% 53.4% 46.6% 6.8% 35.9% 50.0% 7.3% 92.7% 20.9% 10.7% 22.8% 39.3%

MEN 104 0 104 83 17 33 38 15 59 45 9 36 51 8 99 24 18
50.5% 0.0% 100.0% 52.9% 58.6% 53.2% 50.7% 38.5% 53.6% 46.9% 64.3% 48.6% 49.5% 53.3% 51.8% 53 5% 36 4% 51.1% 22.2%
100% 0.0% 100.0% 79.8% 16.3% 31.7% 36.5% 14.4% 56.7% 43.3% 8.7% 34.6% 49.0% 7.7% 95.2% 22.1% 7.7% 23.1¥ 17.3%

WOMEN 102 102 Q 74 12 29 37 24 51 51 5 38 52 7 92 20 14 23 63
49.5% 100.0% 0.0% 47.31% 41.4% 46.8% 49.3% 61.5% 46.4% 53.1% 35.7% 51.4% 50.5% 46.7% 48.2% 46.5% 63.6% 48.9% 77.8%
100% 100.0% 0.0% 72.5% 11.8% 28.4% 36.3% 23.5% 50.0% 50.0% 4.9% 37.3% 51.0% 6.9% 90.2% 19.6% 13.7% 22.5% 61.8%

30-54 157 74 83 157 20 62 75 0 92 S 12 69 66 10 147 34 17 35 63
76.2% 72.5% 79.8% 100.0% 69.0% 100.0% 100.0% 0.0% 83.6% 67.7% 85.7% 93.2¢4 64.1% 66.7% 77.0% 79.1% 77.3% 74.5% 77.8%
100% 47.1% 52.9% 100.0% 12.7% 39.5% 47.8% 0.0% 58.6% 41.4% 7.6%¥ 43.9% 42.0% 6.4% 93.6% 21.7% 10.8% 22.3% 40.1%

1 0 1 0 0 0 4] 0 0 1 4] 0 1 0 1 0
0.5 0.0% 1.06 0.0% 0.0% 0.0% .06 0.0% 0.0 1.0 0.0 0.0% 1.0% 0%  0.5% 0.0%
100%¥ 0.0% 100.0% 0.0% 0.0% 0.0% 0%  0.0% 100.0% 0.0% 0.0% 100.0% .0% 100.0% 0.0%

25-34 29 12 17 20 29 0 0 0 16 13 6 14 8 1 28 4 4 5 10
14.1% 11.8% 16.3% 12.7% 100.0% 0.0% 0% 0.0% 14.5% 13.5% 42.9% 18.9% 7.8% 7% 14.7% 9.3%  18.2% 10.6% 12.3%
100% 41.4% 58.6% 69.0% 100.0% 0.0% .0% 55.2% 44.8% 20.7% 48.3% 27.6% 4% 96.6% 13.8% 13.8% 17.2% 34.5%

35-44 62 29 33 62 0 62 0 1] 37 25 3 40 18 1 58 14 7 9 27
30.1% 28.4% 31.7% 39.5% 0.0% 100.0% 0.0% 0.0% 33.6% 26.0% 21.4% 54.1% 17.5% 6.7% 30.4% 32.6% 31.8% 19.1% 33.3%
100% 46.8% 53.2% 100.0% 0.0% 100.0% 0.0% 0.0% 59.7% 40.3% 4.8% 64.5% 29.0% 1.6% 93.5% 22.6% 11.3% 14.5% 43.5%

45-54 75 37 38 75 0 0 75 0 42 33 4 18 45 8 69 17 7 21 28
36.4% 36.3% 36.5% 47.8% 0.0% 0.0% 100.0% 0.0% 38.2% 34.4% 28.6% 24.3% 43.7% 53.3% 36.1% 39.5% 31.8% 44.7% 34.6%
100% 49.3% 50.7% 100.0% 0.0% 0.0% 100.0% 0.0% 56.0% 44.0% 5.3% 24.0% 60.0% 10.7% 92.0% 22.7% 9.3% 28.0% 37.3%

55-65 39 24 15 0 0 0 0 39 15 24 1 2 31 5 35 8 4 12 16
18.9% 23.5% 14.4% 0.0% 0.0% 0.0% 0.0% 100.0% 13.6% 25.0% . 33.3% 18.3% 18.6% 18.2% 25.5% 19.8%.
100% 61.5% 38.5% 0.0% 0.0% 0.0% 0.0% 100.0% 38.5% 61.5% (6% 5.1% 79.5% 12.8% 89.7% 20.5% 10.3% 30.8% 41.0%

$75K-$99.9K 110 51 59 92 16 37 42 15 110 0 7 40 53 10 105 16 5 19 40
53.4% 50.0% 56.7% 58.6% 55.2% 7% 56.0% 38.5% 100.0%  0.0% 50.0% 54.1% 51.5% 66.7% 55.0% 37.2% 22.7% 40.4% 49.4%
100% 46.4% 53.6% 83.6% 14.5% .6% 38.2% 13.6% 100.0% 0.0% 6.4% 36.4% 48.2% 9.1% 95.5% 14.5% 4.5% 17.3% 36.4%

$75K+ 206 102 104 157 29 62 75 39 110 96 14 74 103 15 191 43 22 47 81
100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
49.5% 50.5% 76.2% 14.1% 30.1% 36.4% 18.9% 53.4% 46.6% 6.8% 35.9% 50.0% 7.3% 92.7% 20.9% 10.7% 22.8% 39.3%

21-24 0 0 0
0% 0.0% 0.0%
0% 0.0% 0.0%

'OO .OO
82° 8
[=} [=4
woh oo
o0

N~
g
N
o
-3
w
O
uR

W
w&b

100%
100%
96
4?_03& 50.0% 43.3% 41.4% 44.8% 40.3% 44.0% 61.5% 0.0% 100.0% 50.0% 45.9%

$100K+ 51 45 65 13 25 33 24 0 96 7 34 50 5 86 27 17 28 41
48.5% 33.3% 45.0% 62.8% 77.3% 59.6% 50.6%
53.1% 46.9% 67.7% 13.5% 26.0% 34.4% 25.0% 0.0% 100.0% 7.3% 35.4% 52.1% 5.2% 89.6% 28.1% 17.7% 29.2% 42.7%

SINGLE 14 5 9 12 6 3 4 1 7 7 14
6.86 4.% 8.7% 7.86% 20.7% 4.8% 5.3% 6%  6.4% 7.3% 100.0% 0. .
100% 35.7% 64.3% 85.7% 42.9% 21.4% 28.6% .1% 50.0% 50.0% 100.0% O, 92.9% 28.6% 14.3% 28.6% 42.9%

MARRIED KIDS 74 38 36 69 14 40 18 2 40 34 0 7 1] [ 66 12 8 14 29

0 0 0 13 4 2 4 6

0% 4

0%

4
35.9% 37.3% 34.6% 43.9% 48.3% 64.5% 24.04 5.1% 36.4% 35.4% 0.0% 10 % 0.0% 0.0% 34.6%5 27.9% 36.4% 29.8% 35.8%

)]

0%

0%

0% 6.8 9.3% 9.1% 8.5% 7.

NN
[=]
R"
[=1=]
(=3
R

0
100% 51.4% 48.6% 93.2% 18.9% 54.1% 24.3% 2.7% 54.1% 45.9% 0.0% 100. 0.0% 0.0% 89.2% 16.2% 10.8% 18.9% 39.2%

MARRIED NO KIDS 103 52 51 66 8 18 4S 31 53 50 0 103 0 o8 24 11 24 40
SO0.0% 51.0% 49.0% 42.0% 27.6% 29.0% 60.0% 79.5% 48.2% 52.1% 0.0)S 0. 100.0% 0.0% 51.3% S55.8% 50.0% 51.1% 49.4%
100¥% 50.5% 49.5% 64.1% 7.8% 17.5% 43.7% 30.1% 51.5% 48.5% 0.0% 0. 100.0% 0.0% 95.1% 23.3% 10.7% 23.3% 38.8%
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Q. Banner A
BASE: Total Respondents

TOTAL
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NFO #37102-010101

CIGAR NON-SMOKER STUDY

GENDER AGE INCOME MARITAL STATUS CATALOG INFO
HEAVY

MARIED DIVRCE/ HEAVY SPEND EVER

$75K- MARIED  NO SEP/ CATLOG SPEND  KEY  HEAVY SMOKED

TOTAL  MEN  WOMEN 30-54 25-34 35-44 45-54 55-65 $99.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS

206 102 104 157 29 62 75 39 110 96 14 74 103 15 191 43 22 47 81
100% 100.0% 100.0% 100.0% 100 0% 100.0% 100.0% 100. 0/% 100.0% 100 0% 100 096 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
00% 49.5% 50.5% 76.2% J1% 30.1%  36.4%  18. 53.4% 6% 35.9% S0.0% 7.3% 92.7% 20.9% 10.7% 22.8% 39.3%

15 7 8 10 1 1 8 5 10 5 0 0 [¢] 15 14 3 1 5 6
7.3%  6.9% 7.7% 6.4% 3.4%  1.6% 10.7% 12.8% 9.1% 5.2% 0.0% 0.0% 0.0% 100.0% 7.3% 7.0% 4.5% 10.6%  7.4%
100% 46.7% 53.3% 66.7% 6.7% 6.7% 53.3% 33.3% 66.7% 33.3% 0.0% 0.0% 0.0% 100.0% 93.3% 20.0% 6.7% 33.3% 40.0%

91 92 99 147 28 58 69 35 105 86 13 66 98 14 191 43 22 44 73
93 7% 90.2% 95.2% 93.6% 96.6% 93.5% 92.0% 89.7% 95.5% 89.6% 92.9% 89.2% 95.1% 93.3% 100.0% 100.0% 100.0% 93.6% 90.1%
100% 48.2% 51.8% 77.0% 14.7% 30.4% 36.1% 18.3% 55.0% 45.0% 6.8% 34.6% 51.3% 7.3% 100.0% 22.5% 11.5% 23.0% 38.2%

43 20 23 34 4 14 17 8 16 27 4 12 24 3 43 43 22 19 19
20.9% 19.6% 22.1% 21.7% 13.8% 22.6% 22.7% 20.5% 14.5% 28.1% 28.6% 16.2% 23.3% 20.0% 22.5% 100.0% 100.0% 40.4% 23.5%
100% 46.5% 53.5% 79.1% 9.3% 32.6% 39.5% 18.6% 37.2% 62.8% 9.3% 27.9% 55.8% 7.0% 100.0% 100.0% 51.2% 44.2% 44.2%

22 14 8 17 4 7 7 4 5 17 2 8 11 1 22 22 22 10 12
10.7% 13.7% 7.7% 10.8% 13.8% 11.3% 9.3% 10.3% 4.5% 17.7% 14.3% 10.8% 10.7% 6.7% 11.5% 51.2% 100.0% 21.3% 14.8%
100% 63.6% 36.4% 77.3% 18.2% 31.8% 31.8% 18.2% 22.7% 77.3% 9.1% 36.4% 50.0% 4.5% 100.0% 100.0% 100.0% 45.5% 54.5%

47 23 24 35 5 9 21 12 19 28 4 14 24 S 44 19 10 47 23
22.8% 22.5% 23.1% 22.3% 17.2% 14.5% 28.0% 30.8% 17.3% 29.2% 28.6% 18.9% 23.3% 33.3% 0% 44.2% 45.5% 100.0% 28.4%
160% 48 9% 51.1% 74.5% 10.6% 19.1% 44.7% 25.5% 40.4% 59.6% 8.5% 29.8% 51.1% 10.6% 93.6% 40.4% 21.3% 100.0% 48.9%

81 63 18 63 10 27 28 16 40 41 & 29 40 6 73 19 12 23 81
39.3% 61.8% 17.3% 40.1% 34.5% 43.5% 37.3% 41.0% 36.4% 42.7% 42.9% 39.2% 38.8% 40.0% 38.2% 44.2% 54.5% 48.9% 100.0%
100% 77.8% 22.2% 77.8% 12.3% 33.3% 34.6% 19.8% 49.4% 50.6% 7.4% 35.8% 49.4% 7.4% 90.1% 23.5% 14.8% 28.4% 100.0%
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NFO 37102

BANNER A
GENDER AGE INCOME MARITAL STATUS CATALOG INFO
______ - - HEAVY
MARTED OIVRCE/ HEAVY SPEND EVER
$75K- MARTED  NO  SEP/ 'CATLOG SPEND KEY HEAVY SMOKED
TOTAL  MEN WOMEN 30-54 25-34 35.44 45-54 S5-65 §93.9K $100K+ SINGLE KIDS KIDS WIDOW SHOPRS CATLOG CAT  INDLGR CIGARS
A 8T ¢ 0 £ F & H 1 3 K L " N o p Q R 5
DEFINTTIONS:

POINT
POINT

A: TOTAL RESPONDENTS
B: Q1 SEX CODE 2
POINT C: Q1 SEX CODE 1
POINT  D: Q1 ACTUAL AGE 30-54
POINT E: QL ACTUAL AGE 25-34
POINT F: Q1 ACTUAL AGE 35-44
POINT  C: Q1 ACTUAL AGE 45-54

POINT H: Q1 ACTUAL AGE 55-65

POINT  T: PMF COL 29-30 CODES 19-20
POINT  J: PMF COL 29-30 CODES 21-24
POTNT  K: PMF COL 28 CODE 2
POINT  L: PMF COL 28 CODE 1 AND PRESENCE OF KIDS < 18
POINT  M: PMF COL 28 CODE 1 AND NO PRESENCE OF KIDS < 18
POINT  N: PMF COL 28 CODE 3
POINT  O: Q7A CODE 1
POINT  P: Q7C CODES 5-10
POINT Q. Q7C CODES 5-10 AND Q7D ANY 4 CODES
POINT  R: Q5 COL 2 ANY 4+ CODES
POINT  S: Q2 CODES 2-6
oOco
Z
B2
o
o-ug
(=3 )4
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© %>
¥
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BTY/1363
FINAL CODES
Revised 9/11/98

NON-SMOKERS ATTITUDES
NFO #37102 - WAVE 01 (SEQUENCE 01)

Groups will be sent to Data Entry separately.

Coding will code/edit Questions 1, 2, 4, 5, 6, 7a and 7c. (9/11/98)

Question 1 -~ AGE/SEX

Punch age actual in two columns, editing out any fractions of years
reported.

Edit out multiples of "Age" and/or "Sex".

Questions la & lb - LEVEL OF AGREEMENT

Edit out multiples per statement.

Question 2 - TRIED CIGAR SMOKING

Edit out multiples with the exception of "Never".

Edit out "Never" if reported with another response and allow the other
response to stand as reported.

Question 3 - OCCASION DESCRIPTION

Accept multiples per occasion.
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Page 2

Question 4 - FRIENDS/FAMILY WHO SMOKE CIGARS

Accept multiples with the exception of "Don’t Know Anyone Who Smokes
Cigars".

Edit out "Don’t Know Anyone Who Smokes Cigars" if reported with another
response and allow the other response to stand as reported.

Question 5 - ACTIVITIES

Accept multiples per column.

If a response is reported in "Do Regularly"™ Column, it should also have
been reported in "Ever Done" Column. If it is not so reported, Coding
will edit it in.

If a response 1is reported in "Would Like To Do More Often" Column, it
should also have been reported in "Ever Done" Column. If it is not so
reported, Coding will edit it in.

Question 6 - SOURCES HAVE EVER PURCHASED FROM/PURCHASED FROM IN THE
PAST YEAR .

Accept multiples per column.

If a response is reported in "Purchased 3 Times Or More In Past Year",
it should also have been reported in "Have Purchased" Column. If it is
not so reported, Coding will edit it in.

Question 7a - PURCHASED PRODUCTS THROUGH CATALOGS

Edit multiples or a "No Answer" according to the skip pattern followed
by the respondent.

Question 7b - TYPES OF PRODUCTS BOUGHT THROUGH CATALOGS

Accept multiples per column.
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Question 7c¢ - AMOUNT SPENT IN PAST 12 MONTHS THROUGH CATALOGS

Edit out multiples.

Question 7d - CATALOGS REGULARLY PURCHASE FROM

Accept multiples.

9/11/98 Revision: Coding Instructions;
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P.O. Box 474 Toledo, OH 43654

N Fh Toll-Free Number: 1-800-537-4097
\_) Mon - Fri, 8:00 AM to 11:00 PM EST

National Family Opinion Sat & Sun, 10:00 AM to 6:00 PM EST
e-mail address: carol@nfoi.com

Shaping the Furure with Your Opinions

37102

Dear NFO Member,

Please give the enclosed questionnaire to the person in your household whose age and
sex are indicated above (this may be you). Thank youl! ’

TO THE HOUSEHOLD MEMBER HELPING WITH THIS STUDY:

Most of my questions can be easily answered by simply placing an “X” in the
appropriate box or boxes. In the questions where | have asked you to write in your

answers, please be as specific as possible.

When you have completed the questionnaire, please return it to me in the enclosed
postage-paid envelope.

Thank you for your continued cooperation.

Sincerely,

Latal

Carol Adams
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INFO

Nationai Family Opinson

1a.

Just to keep our records up-to-date, can we please have your age and sex?

PO, Box 474 Toledo, OH 43654
Toli-Free Number: 1-300-537-4097
Mon - Fr, 8:00 AM to 11:00 PM EST
Sac & Sun, 10:00 AM 0 6:00 PM EST
e-maii address: carol@nifoi.com

5 % 3
£ Q o2
oz g5 o3
@ ol o S
2E ©E QL
)] L3520
< Qoo

Age: Sex: 1[]Female 2[JMale
Below is a list of statements. On the scale below, please rate each of the following. (X ONE Box For EACH)
=
d
@
o g
2E
oQ
<O
Frequent buyer or savings club programs are a waste of my time ....c.cocvceeiene ]

| befieve it's better for everyone involved if the woman takes care of the home
and family
| spend mare time with my friends than | do with my family
Having close friendships is critical to happiness .....c.ccovciviiriniiicinerrsee e
I'm so busy that when | do take time off, | really want to make my free
HIITIE COUNE 1ertrearineceaenersecaseseneeess e sasessaseeecerasbonersessaaesssassssssosensos beesesencrnasnenss .|

I'm more successful than most of the people | know ......
| feel guilty that | don't spend enough time with my family .
| am more open-minded than most people

With ail my other commitments, | don't spend as much time with my friends .
AS 1D TKE 10 wiiinieier ittt et s O

What others think about me is very important . -1

| try to find small victories every day
| wish there were more places to go that were primarily for men ..
| hate to shop
| have less leisure time than | used to ...

| think companies should take better care of their loyal customers

| like loyalty programs like frequent flyer or frequent shopper programs
Being the best at my job is extremely important to me

| prefer stores that offer expert advice and assiStance .......ccmsnisesrssisnsnenennns
| consider myself to be very fashion conscious .....
| enjoy taking risks

| wish | knew more about the products | buy a 1ot of ..o !
| like it when companies or brands that | am loyal to recognize me for my loyaity . (]
| usually shop around to find the best price
1 spend most of my free time with my family
It's worth it to pay a little extra when a store offers good service........... e

| frequently entertain guests at home
It's worth it to me to spend extra for the best quality
| believe it's more important for a wife to help her husband’s career than

to have one herself
| wish | had more adventure in my life ..
Making sure | look my best at all times is very important t0 Me ...cucreerensnecee ]

| wish | had more time to spend with my friends . ]
| can't afford all the luxuries of life ...............
| am more confident in myself than most people

(60 gt Ho adaont Elﬁltlﬁjﬁ OoBat an ooo & a6t o

i T o o i R o Y R R
AHG BO8 08 G000 AOG00 OAaN0 A0 Oa0 G 006 g
T e 1 L N R e R [ T B
AOE 000 60 OA55A AAAGH BAAEE 60 GO0 6 006 6

List Continued On Next Page —

37102-1
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Question 1a Continued.

3 = 5| 2
- = Q = o2
2 3 £zip2
8Q.$m |
SE|I2E SEICE
D0 Do 25149 g
<O | anino

| frequently treat myself to some of life’s little JUXUTIES .....ooveericoiic e i
I'm not really interested in adventure, | prefer to take it easy in my free time ........ W]
| consider myseif highly successfut
| like to go to the most popular restaurants and bars
| like to go to the latest movies ......ccevvverenne.

1 like to discover new and different places to go . 'm
I'm much more adventurous than most people | kKnow .....cccee......... W[
I'm extremely happy with my life . 1
| like it when companies send me information about their products .....coceceeeeeen. i
| have difficulty juggling work and family demands ..........couocncccninnninececneanee i

| have no interest in any kind of communication or dialogue with manufacturers
OF PTOAUCES L BUY 1eveerenreeeranaesenmserscrrmnsenssssecsssersserssnsssassentasnnsesessasoencsnsssansrsnes {]

Once | find a brand that satisfies me, | usually don't experiment with new ones ... {{]

All these marketing ploys by companies such as frequent shopper or
purchaser programs are just ways of trying to manipulate consumers ....

My work requires me to work long hours

My home is my pride and oy ......... ettt ittt s e neren st ent s raseas 1
| don't mind sharing information with companies if it will result in improved

DFOGUCES OF SEIVICES ..ovutrurareenerireetniesenetesmsiesessessnnescssmssssensasetesssessaesensmssesesones (O]
| believe that when you are shopping for an item it is always betterto goto a

store that specializes in that one kind of item ... |

Relationships with manufacturers of products | buy a lot of are important to me ... (]
Shopping by catalog is too expensive to do regularly
| love to shop for products that personally interest me ...

| take time out to make the most of everyday special occasions .
| enjoy spending money 0N My hOME ...c..cviinieririceinniceesesscescanaas
Relationships are important to me .
Privacy is a big concern of mine ....
My lifestyle is hectic

110VE CAtAIOGS -.evveveecririnie et

Being a good parent is extremely important to me
**(Answer only if you have children) ..............

| am comfortable being separate from the crowd .....
Having close family relationships is critical to happiness
| am completely satisfied with my physical appearance ........

When | shop, | like to get in and get out as quickly as possible ...

| like when | get offers for products or services through the Mail .....cceecvemvnveeinenns
| approach each day optimistically
| lead a healthy lifestyle .........ccee...
| wish | were able to spend more time with my male friends ......cecvemvesescnncccnnncne
When | shop, I'm extremely focused ..............

| do not like pretentious people
it's a daily challenge for me to find time for both work and my personal life
| have a better sense of humor than MosSt PESPIE ......ocvveveeerierecrrer e
Compared to most people | know, | tend to indulge myself more in some of the

fINET thingS IN TR ..eeviirceciiirrecnie et es et st ae i
Achieving balance between work, family and social life is critical to my
AEfiNItION Of SUCCESS ..evecrererrcrrereerrrierercescreressreesserseesetastesearesessossteseseneneensines ]

It's important to me to be recognized as a valued customer by companies or
manufacturers | am loyal to ]

| like shopping online
| prefer catalog shopping vs. going to a store. i
{ spend most of my free time at home

Having a strong relationship with my spouse is extremely important to me

*(Answer only if MArried) ... e snen s ]
| like being rewarded by companies for my loyalty
i prefer stores that offer the lowest prices
| rarely buy things on impulse

55w O O o Y 0 o 10 O i . A s i [ [ R [ i
1o o N O o o o O o o OV [ L [ N
HOEE An0t G 0 a0t acant anaaa 8 00060 0080 0 acos a0 acnnn aoonn Sk
AAE G Aa6s O 8 a0 Aatos O8ana O aoao0 Aot 0o a0a a0 66ann6 a806n
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1b.

Below is a list of statements about cigars. On the scale listed below, please rate each of the foilowing.

(X ONE Box For EACH)

Agree

Agree

| Somewhat

Disagree
Somewhat
Disagree
Completely

{1 jcompletety

| iove the aroma of CIArS .....cueivininicriiecier e rensnneeeee
People smoke cigars primarily because they think it's a cool thing to do................ i1
People who smoke cigars are more confident in themselves than non-smokers... 1]
| don't mind when people smoke cigars near me
Cigar smoking is macho

| have no interest in trying cigar smoking
| have lots of friends who smoke cigars ....
Cigars are prestigious ......ccuvvecieeesnnnranses

| would try smoking cigars if my friends did

Cigar smoking reminds me of my father or grandfather ........ceeeivnrieicicenas ]
| find the aroma of cigars to be very offensive..........c.ccovvvereeiecinan ]
Cigar smoking is a classy thing to do .......cccurevivenncne : |
Cigar smoking is trendy today .........ccocvrevernene. ]

People who smoke cigars are more likely to have a good sense of humor
thaN NOM=SMOKEIS «.cvveirenieteinenesieeinistaieneearins st ses b s s b besraesanssssnnesns
| object to seeing someone smoking a cigar .............

Cigar smoking is one of life’s littte pleasures .........c.oovievenenne
Smoking a cigar is a way of showing you accomplished something
The general public is now more tolerant of cigar smoking than it used to be..
I would try smoking cigars if someone showed me how ...........ioiiniceeiccennicneens
Smoking a cigar is a part of a lifestyle of leisure ...........

| would like to learn more about cigars
People who smoke cigars are more open-minded than non-smokers
| have tried cigar smoking but | did not like it
Cigars are a status symbol
When you smoke a cigar, you are part of the finer things in life ...
| have never tried cigar smoking

Have you ever tried cigar smoking? (X ONE Box)

1 ] Never — (Skip To Qu. 4)
2] Once
3 [} Twice
+ ] Three or four times — (Continue)
s [[] More than four times, but never regularly -
s ] Used to smoke cigars regularly

OO8080 G060 Gt Aot actns aao6n

If you have ever tried cigar smoking, which of the following best describes the occasion?

(X ALL That Apply For EACH Occasion)

Second Time
First Time You Tried

You Tried  (If Applicable)

At 2 WEAUING ....oevemrenmrersersassessasenssecmncassmsesessran e sensane (] i
Ata party .... v 4] 4]
Atabar..... 1] {
Relaxing with fnends . ] '
Socializing with business associates ......weeesneen.e. El| 4]
By myself i 'l
Other occasicn 1]

Do you have any friends or family members who smoke cigars? (X ALL That Apply)

1 (] Close personal friends

2 [} Personal friends, not very close

a2 ] Business associates

« [} Immediate family members living in household with you

s [] Immediate family members, not living in household with you
s (] Other relatives

7 [} Other

s ] Don't know anyone who smokes cigars

u[alulalalululslulslsNxlsMula[=fslslsls]sNalalala]a] A7
AOaHO0 A0ALG a8 B0G 0aG00 OOOAE S
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5.

6.

7a.

7b.

7c.

7d.

Which of the following activities do you engage in? (X ALLTh

at Apply For EACH Column)

Would Like To
Ever Done Do Reguiarly Do More Often

Stay in luxury hotels .... o] o]

Drink fing WINES ...vvvveievrererieeceneveenes o2} ]

Buy gourmet food to eat at home/elsewhere . oa[_] as]

Buy expensive clothing 0[] | o]

Eat in expensive restaurants ..........coueeeecienssesensecsenans os[] os{_] os ]

Foreign vacations os[ ] o] 05[]

Domestic vacations . o] o] or[]

Own luxury car.............. ] oa(]

Buy expensive gifts .. o] w(]

Have a massage ....... 1w0{’] 1w}

Have a manicure or facial n{J w[d

Buy custom-made clothing... . 2[] 2]

Drink single-mait scotch/small batch bourbon 1] ] a]

Through which, if any, of the following sources have you purchased ANY products or services in the past 12
months? (X ALLThat Apply For EACH Column)
Purchased 3
Times Or More

Have Purchased In Past Year
TV home shopping clubs/QVC .....cooireerircerreeceneinevererenaas 1
TV advertisement responded to directly (800#) ....cceevererermerrrnc 2] 2]
Telemarketing ...o...veveeueeseeesenceenns . s
Mail solicitation, non-catalog OdJ
Catalog .eccveveeririnimiie ittt e nene s
Magazine adve lsemen responded to directly (800#) .. s ]
Door-to-door salesperson .. 0
Internet website s[_]

Have you ever purchased products through catalogs?

1] Yes — (Cont.)

2[_] No — (Skip To Close)

What types of products have you bought through catalogs? (X ALL That Apply In EACH Column)

For Self As A Gift

Barbecue grills and aCCeSSOMES ...c.covvvmeviereveerieerivrcnnn o] o]
Casino: slovvideo machines, poker accessories, etc:- oz[ ] (]
Cigars . aa ] oa(:]
Clothing ..coeeveervirvererieniiineciens Lol ]

Cooking accessories and utensils, e.g., cos[ ] os[:]
Entertaining accessories, such as wine glasses and bottle openers os[_] o]
Gourmet Foods . o]
Home office: pens, desk accessories, lighting, chairs o[ ] e ]
JEWEITY ittt e .oa[ ] ool_]
Leather goods, such as luggage .......... .ol ] o]
Music CO's ..... wl] (]
Personal efectronics 2] 2l
ShOES .veciiveeieaevcenne . a]
Sports equipment (]
Storage: music, video, CD's, clothing .......ccc..... s ]
Travel accessories, such as a radar detector or alarm clbck .. 18] 6]
Wine L] w(]

Approximately how much did you spend in the past 12 months on shopping through catalogs? (X ONE Box)
{

o [] Under $100
02 (] $100 - $249
0a [] $250 - $499
os (] $500 - $999
os [] $1,000 - $1,999

o6 (] $2,000 - $2,999
or [} $3,000 - $3,999
0s ] $4,000 - $4,999
os ] $5,000 - $9,999
10 (] More than $10,000

Which of the following catalogs do you purchase from regularly, at least once per year? (X ALLThat Apply)

o ] Austed 17 ] Hold Everything
oz (] Autosport

o3 [} Balducci's

0s [_] BMG

os [_] Brooks Brothers
o6 [] Brookstone

o7 ] Bullock & Jones
s ] Columbia House
s (] Crate & Barrel

10 [} Damark

1 ] Dean & Deluca

12 [} Dooney & Bourke
13 [_] Eddie Bauer

19 [} Horchow

20{_] J.Crew

21 [} J. Peterman

22 ] J. R. Tobacco

23 [] Johnston & Mur

25 ] Lands' End

26 [ Levenger

27 ] L. L. Bean

28 ] Magellans

29 ] Neiman Marcus

15 [] Field Trips a0 ([} Omaha Steaks
15 [[] Frontgate 3t [] Orvis
16 ] Gumps a2 (] Overton

18 [_] Hammacher Schlemmer

24 ] Joseph A. Banks

2 [} Paui Frederick

14 ] Patagonia

3s [ Pottery Barn

15 [_] Ross Simons

a7 [] Sports Preferred Living
s ] The Sharper image

19 [_] The Sportsman’s Guide
a0 [} Thampson's

41 (] Travelers

a2 ] Travelsmith

3 (] Vroom

s¢ [[] Wallstreet Creators

ss [] Williams-Sonoma

w5 ] Willis & Geiger

«7 ] Wine Enthusiast

4 [_] Other

phy

Thank you for your help with this study. Please return your completed
questionnaire in the enclosed postage-paid envelope as soon as possible.

4

371021

CONFIDENTIAL:
UNDER PROTECTIVE ORDER

CAM 000930



INFO

National Family Opinion

1a.

Just to keep our records up-to-date, can we please have your age and sex?
Age: Sex: 1 []Female 2} Male

PO. Box 474 Toledo, OH 43654
Toll-Free Number: 1-800-537-4097
Mon - Fr, 8:00 AM to 11:00 PM TST
Sat & Suna, 10:00 AM to 6:00 PN EST
c-mail address: carol@nfoi.com

Below is a list of statements. On the scale below, please rate each of the following. (X ONE Box For EACH)

% B 3
= o d)g
H gzp0
Q@ SO o
2E T E CE
D0 Lo .8a
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i rarely buy things 0N IMPUISE w..cccovviviiicitissresonsssssesssssssarassesasnenssssssnnsasasasnananes ]

| prefer stores that offer the lowest prices ............ |

| like being rewarded by companies for my loyalty ... i
Having a strong refationship with my spouse is extremely important to me

*(Answer only if MArried) ...t e e sasaebes (]

| spend most of my free time at home .............
| prefer catalog shopping vs. going to a stere..
| like shopping online

It's important to me to be recognized as a valued customer by compames or

MANUTACIUTErs | A I0YBIH0 criieeeeeciicie et e s seensese s e ssesrssisanan i
Achieving balance between work, family and social life is critical to my

AEfiNIION O SUCCESS .. evuvetneceriirie et eie s b s s tns e ]
Compared to most people | know, | tend to indulge myself more in seme of the

finer things iN e ....ooevererece e i
| have a better sense of humor than most people .
It's a daily challenge for me to find time for both work and my personal life ........... {]

I do not like pretentious people
When | shop, I'm extremely focused e
| wish | were able to spend more time with my male friends
1Head a healthy leStyle .....c..coiiiiiviiiceicr et

| approach each day optimistically ........coceuevcevirnieciineinccenniennnns
| like when | get offers for products or services through the mail ..
When | shop, | like to get in and get out as quickly as possible

| am completely satisfied with my physical appearance
Having close tamily relationships is critical to happiness
| am comfortable being separate from the crowd
Being a gocd parent is extremely important to me

*(Answer only if you have children) ...

Ilove catalogs ...eercevieeccniniiiccinneeccninnes
My lifestyle is hectic ..oeervveviennnn
Privacy is a big concern of MINE ...t et e
Relationships are importantto me ...
| enjoy spending money on my home

| take time out to make the most of everyday special occasions ..
| love to shop for products that personally interest me ..........
Shopping by catalog is too expensive to do regularly
Relationships with manufacturers of products | buy a lot of are important to me ... 1]
| believe that when you are shopping for an item it is always bettertogoto a

store that specializes in that one kind of femM ..o e i
| don't mind sharing information with companies if it will result in improved

DrOTUCES OF SEIVICES ...oveererireeeeeieeriereretrerateasereentaiesateassasaeseessesssmcssessansesnssasassas I
My home is my pride and joy ... e eteeesterentanearessassan bt RS sareEeas e sarae e ]

O Goatatotta 00000000 0at00a o a ooat 0hn
5T i o o e i e
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List Continued On Next Page —
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Question 1a Continued. > - " -
2 Py Sl
3| £ $slés

T 8 50|55
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<O (< Onino
My work requires me to Work 1ong ROUrS ......ccrninessceccciniinscssmenenes {1
All these marketing ploys by companies such as frequent shopper or
purchaser programs are just ways of trying to manipulate consumers .............. 1]

"Once | find a brand that satisfies me, | usually don’t experiment with new ones ... 1]
| have no interest in any kind of communication or dialogue with manufacturers

of products | buy ....... i
| have difficulty juggling work and family demands ........c.cccoevmrivincvinncnens ]
| like it when companies send me information about their products ......cceevceecenne ]
I'm extremely happy with my life et et serens ]
I'm much more adventurous than most people | know 1]
| like to discover new and different places to go .... g
| like to go to the latest movies ... R
| like to go to the most popular restaurants and Bars ..........ccvvveeemmeerssecenevcnnens '
| consider myself highly SucCessfUl ... mecieeeeee i
'm not really interested in adventure, | prefer to take it easy in my free time ........ |

| frequently treat myself to some of life's little luxuries ....
| am more confident in myself than most people

| can't afford all the luxuries of life
| wish | had more time to spend with my friends .....c..coveiiiniieiinicinennmsssssssancnnnns
Making sure | look my best at all times is very important to me
| wish | had more adventure in my life

| believe it's more important for a wife to help her husband’s career than
to have one herself .....oeeveveecerecnerecineens ereereesan et r e et eneasr b s aara et ]

It's worth it to me to spend extra for the best quality . vt
| frequently entertain guests at home
It's worth it to pay a little extra when a store offers good service ....
| spend most of my free time with my family
| usually shop around to find the best price.......

| like it when companies or brands that | am loyal to recognize me for
my loyalty

| wish | knew more about the products | buy a lot of

| enjoy taking fiSKS «vvvirrrceriiiininiere e rcsiesencereansanns

| consider myself to be very fashion conscious .....

| prefer stores that offer expert advice and assistance ......c.ceevccemrrccssisesnicennn ]

Being the best at my job is extremely important to Me .....oovecveiincicnmmnnsscnn e i
| like loyalty programs like frequent flyer or frequent shopper programs ......
| think companies should take better care of their loyal customers
| have less leisure time than | used to
fhate to Shop v,

| wish there were more places to go that were primarily for men ...
I try to find small victories every day ...
What others think about me is very iImportant .......oeveeninin s
With all my other commitments, | don't spend as much time with my friends

as I'dlike to Lo '
I am more open-minded than MOSt PEOPIE ...t reeerne s sasssasnescreas i
| feel guilty that | don't spend enough time with my family ....cccvveveeccssncccnnnsaeenne ]
I'm more successful than most of the people | KNOW ......ocviviiniiieiniieininnicnnnnens {1
I'm so busy that when | do take time off, | really want to make my free

time count

B B8G A0 68 (08 Aaaaa anantat ataGt S a865 aaa08 Aaatn an &t &
At BtG (0G0 88 Ba8AA A00MG GBBAG 0 AA8A AAASH O8O B A8 Alsimy
AE OO0 0000 a0a a0ttt 00000 08800 0 ancn aoaas antnon an oo ol
e a8a G0 a6 ant aaaan aatan aoant G aatt anasn oaGon o 00 o
A8 A6a A0 66 00006808 8800 Aao0aa G Ba60 Aaanat aaa0n on oo o

Having close friendships is critical to happiness .
| spend more time with my friends than | do with my family .......ooveinnnns ]
| believe it's better for everyone involved if the woman takes care of the home

AN FAMINY 1veereeieerniereecereae s e ssets s s asnr e ree st cescrstsbmarsssasssnanaeas i
Frequent buyer or savings club programs are a waste of my time ......cevvveeveneee |
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1b.

Below is a list of statements about cigars. On the scale listed below, please rate each of the foliowing.

(X ONE Box For EACH)

Agree
Somewhat

Disagree
Somewhat
Disagree
Completely

>

@

ko]

oa

LE

oD Q

<O

I have never tried cigar smoking ]
When you smoke a cigar, you are part of the finer things in life ......ccevnmveerueccns 1]
Cigars are a status symbol ......ceeccerrvueenes et esnensar s ibns ]
| have tried cigar smoking but | did not like it..... |
People who smoke cigars are more open-minded than non-smokers .....coven...... i
| would like to learn more about cigars ............ |
Smoking a cigar is a part of a lifestyle of leisure ..... 'm|
| would try smoking cigars if someone showed me how ........ccccrievvcninnnccnne 1
The general public is now more tolerant of cigar smoking than itused to be......... ]
Smoking a cigar is a way of showing you accomplished something ....ccoevcnvecenens i
Cigar smoking is one of life’s little pleasures ... iecensvesnnnnne -
| object to seeing someone SMOKING @ CIGAT ...oovvevriininieevmmecnesisissesassssiesnssssnns i

People who smoke cigars are more likely to have a good sense of humor
than NON=SMOKETS ...c.vivirterresiercresas st s cacsrssrtes e anersasssteseneeessnsesnoncassos

Cigar smoking is trendy today
Cigar smoking is a classy thing to do........

| find the aroma of cigars to be very offensive ................ [T
Cigar smoking reminds me of my father or grandfather .
I would try smoking cigars if my friends did.....................
Cigars are prestigious ..emweeicenecenscveninsnens
| have lots of friends who smoke cigars

1 have no interest in trying cigar smoking ..
Cigar smoking iS Macho .....c.cuvveiiiieeneniiiniinn,
| don't mind when people smoke cigars near me
People who smoke cigars are more confident in themselves than non-smokers ...
People smake cigars primarily because they think it's a cool thing to do ...
| love the aroma of cigars

0o00 A0o0a A0
ABBOO6 HHOBG HOE B AABAG HOAAE0

Have you ever tried cigar smoking? (X ONE Box)

1 [ Never — {Skip To Qu. 4)
2] Once
a[[] Twice
« {] Three or four times - {Continue)
s {_] More than four times, but never regularly
s ] Used to smoke cigars regularly

If you have ever tried cigar smoking, which of the following best describes the occasion?

(X ALL That Apply For EACH Occasion})
) Second Time
First Time You Tried
YouTried (lf Applicable)

a

At a wedding ...........
At a party ..

Relaxing with friends........
Socializing with business associates ..
By myself ......cce.n.
Other occasion

Oat000

Do you have any friends or family members who smoke cigars? (X ALL That Apply)

1+ [ Close personal friends

2] Personal friends, not very close

a ] Business associates

4 [] Immediate family members living in household with you

s [} Immediate family members, not living in household with you
s [_] Other relatives

7 [[] Other

s { ] Don’t know anyone who smokes cigars

GEHMGE AaBHA GG S8 OHAGE BAGOS Sy
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Which of the following activities do you engage in? (X ALL That Apply For EACH Column)

Ever Done

Stay in luxury hotels ..
Drink fine wines ........
Buy gourmet food to eat at home/elsewhere
Buy expensive clothing S
Eatin expensive reStaurants ..........e.evcreeesssersesaneensenns
Foreign vacations
Domestic vacations
OWN UXUPY CAF coevecreriveiscentreressssmnseessrneseesesessssessssaessens
Buy expensive gifts ..
Have a massage ....cueeneeinens
Have a manicure or facial .
Buy custom-made clothing .......cocevirincoeirnsennreerenns
Drink single-malt scotch/smail-batch bourbon

Would Like To

Do Regularly Do Mgre Often
o] o]
o2} o2{_]
OSD 03D
o] o]
OSD OSD
o] (]
07% 07%
098 09%
|1D " D
|2D IZD
‘SD 13[]

Through which, if any, of the following sources have you purchased ANY products or services in the past 12

months? (X ALL That Apply For EACH Column)

Have Purchased
O

TV home shopping clubs/QVC ........coeoveeeeevnnanen

TV advertisement responded to directly (800#) ...................

Telemarketing

Mail solicitation, NON-CAtAIOG ......covimecrevrreerierirererreesrosesnnane

(217211 SRR,
Magazine advertisement responded to directly (800#)
Door-to-door salesperson ................

Internet website

Have you ever purchased products through catalogs?

+{"] Yes — (Cont.)

Purchased 3
Times Or More
In PastYear

O

2[] No ~ (Skip To Close)

What types of products have you bought through catalogs? (X ALL That Apply In EACH Column)

Eor Self As A Gift
Barbecue grills and @CCESSOMES wuevirreririviiier it semss s csa e o] o]
Casino: slot/video machines, poker accessories, etc. o2 0z[_]
CIGAS covovirmicveierse et emsss s sas s ens s e srens aal_] 03]
ClIOING eeverrrerrrereerercnererioreecassres s sesenernestone . o[ ] oa]
Cooking accessories and utensils, e.g., knives .......... w05 os ]
Entertaining accessories, such as wine glasses and bottle openers......euee... 06 o6
Gourmet Foods . v or[_] or[]
Home office: pens, desk accessories, hghnng, chaurs os_] os{_]
JEWEITY oottt s e e w09 ] o]
Leather goods, such as luggage ...... w10 ] 0]
MusiC CD'S .ovvvveecrieicreene - HC llD
Personal electranics 2] 2]
1T =T N !3[: |3E
Sports equipment 4[]
Storage: music, video, CD's, clothing 5]
Travel accessories, such as a radar detector or alarm clock . 18]
WINE ittt rrie s ec st ssnnt e ssae e s s s sr e s s e mae s emtnane s asasbmesannstes |7D

Approximately how much did you spend in the past 12 months on shopping through catalogs? (X ONE Box)

o1 ] Under $100
02 [_] $100 - $249
03 [] $250 - $499
os ] $500 - $999
os ] $1,000 - $1,999

o (] $2.000 - $2,999
o7 (] $3.000 - $3,999
os [_] $4,000 - $4,999
o [] $5,000 - 9,999
10 {_] More than $10,000

Which of the following catalogs do you purchase from regularly, at least once per year? (X ALLThat Apply)

o1 [] Austed 17 [[] Hold Everything
o2 ] Autosport

o1 [ ] Balducci’s

o ] BMG

os ] Brooks Brothers
o6 [_] Brookstone

or (] Bullock & Jones
o8 [_] Columbia House
03 [_] Crate & Barrel

10 (] Damark

1 [] Dean & Deluca

12 ] Dooney & Bourke
12 [} Eddie Bauer

18 [_] Horchow

20 (] J. Crew

21 ] J. Peterman

22 (] J. R. Tobacco

23 ] Johnston & Murphy
2 [[] Joseph A. Banks
2s [ Lands' End

25 [_] Levenger

a7 ] L. L. Bean

a1 ] Magellans

20 [_] Neiman Marcus

1 [_] Hammacher Schiemmer

33 [] Paul Frederick

1 [ Patagonia

35 [[] Pottery Barn

35 ] Ross Simons

ar [[] Sports Preferred Living
a8 (] The Sharper Image

39 [] The Sportsman’s Guide
40 [[] Thompson's

at [[] Travelers

2 ] Travelsmith

a3 {_] Vroom

s [] Walistreet Creators

a5 [_] Williams-Sonoma

14 [] Field Trips 30 {_] Omaha Steaks 6 ] Willis & Geiger }

1s ] Frontgate 3t [J Orvis 7 [] Wine Enthusiast

16 ] Gumps a2 [] Qverton s [] Other

Thank you for your help with this study. Please return your compieted
questionnaire in the enclosed postage-paid envelope as soon as possible.
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IN THE UNITED STATES PATENT AND TRADEMARK OFFICE
BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD

In the matter of Trademark Registration No. 1147309
For the mark COHIBA
Date registered: February 17, 1981

AND
In the matter of the Trademark Registration No. 1898273

For the mark COHIBA
Date registered: June 6, 1995

EMPRESA CUBANA DEL TABACO, db.a.
CUBATABACO,
Petitioner, Cancellation No. 92025859
V.
GENERAL CIGAR CO., INC.,

Respondent.

PARTY: RESPONDENT

DESIGNATION: in United States District Court for the Southern District of New York, Empresa Cubana
Del Tabaco d.b.a. Cubatabaco v. Culboro Corp. and General Cigar Co., Inc. (97 Civ. 8399 (RSW))

Defendant's Exhibit 28
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Premium
Primary Brand Share
Percent who smoke brand most often
25.0
200 [ g CIOctober'98 |- - - - - - - - -
& March '98
....................................... OlJuly '97
15.0 mJuly '96
100 BB BE
5.0 1"ES BE ||I® HML ~®
. B (0l A
Macanudg Thompson Partagas Punch Don Diegg
A. Fuente H.Upmann Cohiba Hoyo/Montl. Te-Amo
October '98 | 20.3 9.1 7.6 4.7 4.5 3.3 29 2.7 1.8 1.8
March '98| 19.6 10.6 3.2 5.2 3.9 2.0 3.9 2.5 3.2 2.5
July '97| 15.3 7.6 6.6 5.6 4.5 1.0 1.0 0.7 3.1 49
July '96| 19.4 18.7 6.2 4.0 51 2.9 w_”w 1.5
Source: The NPD Group, Inc., Attitudes and Usage Survey, 10/98 26
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« Primary Brand Loyalty

- Consumers' loyalty to their primary brand has increased vs. July '97.
- A genuine preference for the brand they switched to are the primary
reasons why consumers changed their primary brand.

- Consumers' substitute behavior is unchanged since the benchmark
measurement in July '97.

- Approximately 57% of premium consumers will attempt to stay with
their primary brand if their cigar (brand and size) is not available.

- About one third of all premium consumers will turn to another brand if
their primary cigar is not available in their primary size.

27
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Primary Brand vs. One Year Ago

Percent of respondents

100.0% — Reasons for changing primary brand
s
October '98 [CiHigh Price
80.0% Wl Availability
OPrefer Current Brand
E1Other
Don't Know
60.0% March '98
40.0%
July '97
CJSame vs. 1 year ago - - o
O, O, O,
20.0% | - EADif. vs. 1 year ago : 0% 20 \.om Ao_ﬁ o _wwo o wo_\o 97 100%
CIDon't Know October 'S8 arc uly
High Price 145 12.4 4.3
Availability g.2 10.3 11.7
Prefer Current Brand 43.4 39.2 29.8
2 0.0%
. 22.7 54.2
m July March October . Other 28.9
g | '97 | '98 . _ Don't Know 3.9 15.5 0
Z,
-
m Source: The NPD Group, Inc., Attitudes and Usage Survey, 10/98 28
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Premium
Substitute Behavior
Primary Brand Dif. Siz
39.7%
Don't Know
At 41 NO _w:max ase
&L 7.5%
Dif. Brand Primary Siz y
34.9% Order Primary Cigar
6.3%
Dif. Store Primary Cig
11.3%
Source: The NPD Group, Inc., Attitudes and Usage Survey, 10/98 29
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Premium

Consumer Usage Trends
* Best Brand Ever Smoked

- Since 1996, consumers' perception that Cohiba is the best brand they
have ever smoked has increased dramatically.

- In October '98, Cohiba has the most dominant best brand perception,
even eclipsing Macanudo. (Perceived country of origin is unknown)

- The percent of consumers that claim they smoke their best cigar
most-often remains at about 30%.

- High prices and the lack of availability of their best brand are the two

prominent reasons premium consumers do not smoke their perceived
best brand most-often.

30
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IN THE UNITED STATES PATENT AND TRADEMARK OFFICE
BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD

In the matter of Trademark Registration No. 1147309
For the mark COHIBA
Date registered: February 17, 1981

AND
In the matter of the Trademark Registration No. 1898273

For the mark COHIBA
Date registered: June 6, 1995

EMPRESA CUBANA DEL TABACO, db.a.
CUBATABACO,
Petitioner, Cancellation No. 92025859
V.
GENERAL CIGAR CO., INC.,

Respondent.

PARTY: RESPONDENT

DESIGNATION: in United States District Court for the Southern District of New York, Empresa Cubana
Del Tabaco d.b.a. Cubatabaco v. Culboro Corp. and General Cigar Co., Inc. (97 Civ. 8399 (RSW))

Defendant's Exhibit 29
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IN THE UNITED STATES PATENT AND TRADEMARK OFFICE
BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD

In the matter of Trademark Registration No. 1147309
For the mark COHIBA
Date registered: February 17, 1981

AND
In the matter of the Trademark Registration No. 1898273

For the mark COHIBA
Date registered: June 6, 1995

EMPRESA CUBANA DEL TABACO, db.a.
CUBATABACO,
Petitioner, Cancellation No. 92025859
V.
GENERAL CIGAR CO., INC.,

Respondent.

PARTY: RESPONDENT

DESIGNATION: in United States District Court for the Southern District of New York, Empresa Cubana
Del Tabaco d.b.a. Cubatabaco v. Culboro Corp. and General Cigar Co., Inc. (97 Civ. 8399 (RSW))

Defendant's Exhibit 31
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